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eKEY to safe low cost wiring 


A.B&.Cc. ARMORED BOSHEO CABLE 
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Way to Add an Qutlet. 0” 


Eliminates unsafe, haphaz- 
ard temporary extensions. 


Eliminates unsafe bootleg 
extensions. 
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A. B. C. the satisfactory low cost wiring system 


extending the use of electrical current to a 
greater public. 
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A Fuse... Like a 
MUST BE RIGHT 


a Cenc AL. equipment in even the 

“small plant runs into considerable 
money. Hence, it is important that it be 
protected by “time-tried” safe fuses. Like 
a parachute, a fuse is a last resort—must be 


right, for safety. 


Jefferson (Union) Fuses provide proven 
protection and for over 40 years have been 


the accepted standard by which safe protec- 


WE DO OUR PART 


tion is measured. 


Examine a Jefferson Fuse and you will 
understand—they are extra rugged, simple, 
accurate, easy to renew and SAFE. 





Play safe yourself—add 


Get Free to your business volume 
Fuse Chart 7 
Tells at a glance right ca now, sell proven protection 


pacity fuse to use for ade- 


quate protection of alt (Jefferson Fuses) to your 


power and light circuits. 


customers. 


Ask for your copy. 








Jefferson knife-blade type. Simple—only three units. 


Jefferson Electric Company 


Bellwood - (Suburb of Chicago) - Illinois one loose end-cap, studs need not be removed—only 


loosened. 


JEFFERSON “yosts™ 
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Formerly Je Jobber’ Salesman 


WE BELIEVE 
THAT— 


Electrical Wholesalers 
should 


1. Economize 


By maintaining strict credit 
policies, adopting budgetary 
control and eliminating from 
their operations all wasteful 
practices. 


2. Localize 


By confining efforts within 
that territory which can be 
served at a profit and by co- 
operating in the solution of 
local problems through loc4l 
wholesaler associations. 


3. Specialize 


By concentrating sales efforts 
on selected markets, com- 
modities and accounts. 


4. Advertise 


Their services and their com- 
modities consistently to their 
trade. 


5. As an Industry 


Adopt uniform accounting 
methods and uniform cash 
discounts, undertake distribu- 
tion cost studies and promote 
a better appreciation of the 
services rendered by whole- 
salers. 
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The large amount of space 
available for wiring in 





this new switch, is shown 

by the white area of 

the outline illustration 
at the right. 
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FOR SALE! EXTRA WIRING SPACE 


The New Square D Switch .. .”“50,000 
Series”... Small Outside = Large Inside 


The Elevated Base Gives the 
Switch Triple Wiring Area 


It’s easy to sell extra wiring space. 
Every contractor and electrician is 
looking for it. And when, in addition, 
you have a switch of compact design 
and pleasing appearance, you have 
strong support for “Victory in '33.” 


The extra wiring space is obtained by 
a new, compact design of the switch 
mechanism which is elevated on four 
studs and leaves the entire back of 
the box empty for wiring. The switch 
mechanism is removable as a unit by 
loosening four screws. No threading 
of wires—no danger of pinching. 


These switches are quick make and 
quick break, have complete inter- 
lock and front operation. Double 
break contacts insure high rupturing 
capacity. The blades are copper, 
reinforced by resilient, rust-resisting 
steel springs which provide positive 
contact and reduce heating sixty 
per cent. Square D Positive Pressure 
Fuse Clips are used. The operating 
handle is drop forged. Knockouts 
are available on all four sides. And 
— isn’t this a good looking switch? 


SQUARE [] COMPANY 














EQUIPMENT 


SWITCH AND PANEL ODIVISION 
DETROIT, MICH 
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Now Salesmen Must Know More 


NY salesman or sales executive who 
A believes that it will be easier to get 
business at a profit under the New 
Deal is due for a rude awakening. As one 
sales expert expresses it: “Markets, sales 
methods, sales organizations, advertising 
expenditures and price policies are going to 
move out of the rule of thumb operation into 
the field of fact-finding, correlation and 
sound technical planning.” 

It is quite true that, under the National 
Recovery Codes, prices will be in the open, 
selling discounts will be taboo and the 
““chiseler’ will fold his tent like the Arab 
and steal silently away.’ Manufacturers, 
wholesalers, contractors and _ retailers — 
everyone, in fact, who has materials and 
services to offer—will, under the codes, be 
able to offer his materials and services at a 
fair price. 

But to offer is one thing, to sell is quite 
another. The text books tell us that, to ef- 
fect a sale, we must have a meeting of 
minds. <A price which provides the seller 
with a fair profit will not lead to a sale until 
the buyer is convinced of the value which he 
will derive from the purchase. 

Thus, salesmen can no longer expect to 
secure business by merely quoting prices. 
They will get orders only by convincing 
their prospects that they will receive full 
value for their money, that they will satisfy 
a genuine want such as convenience, econ- 
omy, health, leisure, etc. This type of sell- 
ing calls for knowledge on the part of the 
salesman, knowledge of the product itself 
and knowledge of how the product will meet 
the prospect’s needs and desires. 

Education of the salesman, then, takes on 
an added importance under the New Deal. 
And this education is clearly the responsi- 
bility of the manufacturers. Already some 
of them have sensed the new conditions and 
have developed plans to increase the store 


of knowledge of their own and their distrib- 
utors’ salesmen. 

At its recent distributors’ convention, the 
G. E. Specialty Sales Department announced 
an intensive sales training program, to be 
directed by LaSalle Extension University. 
This new program, which covers refrigera- 
tors, ranges, dishwashers and laundry equip- 
ment consists of a four day basic course fol- 
lowed by a 16 weeks sales course. Upon 
completing the course, it is expected that a 
salesman will be capable of convincing his 
prospect that an electric kitchen, or an in- 
dividual appliance, is a more desirable pur- 
chase than a new car, a new rug or anything 
else which that prospect may want. The 
salesman will be able to make the sale be- 
cause he has been taught the advantages 
which his customer will derive from the 
purchase. 


EXT month will witness the start of a 
drive to sell lighting. “Better Light— 
Better Sight” has been selected as the slo- 
gan. By actual demonstration prospects will 
be shown just what they will gain by in- 
stalling adequate lighting. A demonstration 
kit has been developed at Nela Park which 
allows the salesman to sell lighting first and 
fixtures afterwards. With this kit the effect 
of voltage variation, dirt, glare, shadows and 
color of reflecting surfaces may all be dem- 
onstrated and experiments conducted to 
show how higher intensities increase the 
speed of vision and the ability to see details. 
Thus are two prominent manufacturers 
leading the way in equipping the sales- 
men of their distributors to meet the new 
conditions. 
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EDITOR 






























































Buffalo Convention Ratifies Code, 
Seeks Wider Margins 





Largest and most representative gathering in the history of the N.E.W.A. 
unanimously approves code for the Electrical Wholesaling Industry. Manufac- 
turers attend committee meetings and receive data on wholesaler operating costs 


both for number of wholesalers in attendance and 

for representation of the independent group of the 
industry, the Association’s 25th annual meeting was held 
at the Hotel Statler, Buffalo, N. Y., from August 14 
to 18. 

Outstanding features of 
the convention were the rat- 
ification of the Electrical 
Wholesaling Code and the 
conferences between the com- 
modity committees of N.E. 
W.A. and representatives of 
the corresponding commodity 
sections of N.E.M.A. 

At these conferences, 
which were held on Tuesday, 
August 19, manufacturers 
were urged to incorporate in 
the sub-codes, which will 
soon be forthcoming as addi- 
tions to the N.E.M.A. basic 
code, a definition of an elec- 
trical wholesaler as “a firm, 
partnership or individual 75 
per cent of whose sales of 
electrical commodities are at wholesale.” These manu- 
facturers were also asked to provide in their resale 
sheets a margin adequate to cover the wholesaler’s actual 
operating cost for the commodity involved. Detailed cost 
figures, based on 1931 volume, were presented to the 
manufacturers. This cost data, which appears on page 
9, is the result of a special study by the three national 
houses. It was brought out that these figures should be 
considered as a minimum, because costs of the average 
independent wholesaler are probably from one to two 
per cent higher than for the national houses. 

The preparation of this report on operating costs rep- 
resents one of the most constructive accomplishments of 
the Association. The figures are authoritative as they 
are based on the distribution cost accounting method 
developed by the Department of Commerce. They show 
that, with the exception of fans and lighting equipment, 
practically all commodity lines are being handled by the 
electrical wholesaler at a loss. Incandescent lamps and 
power apparatus were not included in the study. 

At the session on Wednesday, the “Code of Fair 
Competition for the Electrical Wholesaling Industry,” 
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S vn ie a new record for a N.E.W.A. convention, 
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The Hotel Statler, Buffalo, N. Y., where the N.E.W.A. 
held its 25th Annual Convention 





as prepared by the N.E.W.A. Code Committee, was 
adopted with revisions. The full text of the revised 
code will be found on pages 6 to 8. There was consider- 
able discussion as to whether the code should contain 
a loose or a rigid definition of an electrical wholesaler. 
It was finally decided to 
adopt a loose definition in 
order that every concern en- 
gaged in the business of 
electrical wholesaling would 
come under the provisions 
of the code and, therefore, 
be subject to policing by the 
industry as far as its whole- 
saling activities were con- 
cerned. Thus, contractor- 
dealers doing a small amount 
of wholesale business or 
hardware and other types of 
wholesalers doing some elec- 
trical business at wholesale 
are amenable to the code. 

During the discussion of 
this particular article of the 
code it was brought out that, 
if a loose definition were 
adopted, such definition might encourage manufacturers 
to extend wholesale discounts promiscuously. It was 
decided, however, that a strict definition of a wholesaler, 
which would govern the manufacturers’ activities, prop- 
erly belonged in the manufacturers’ codes and that manu- 
facturers had been urged to adopt such a strict defini- 
tion in their conferences with the commodity committees 
the previous day. 

A committee consisting of W. J. Drury, F. R. Eise- 
man, L. L. Hirsch, E. L. Graham and H. O. Smith, was 
appointed to submit the code to the N.R.A. at Washing- 
ton. This committee was given the power to make such 
revisions and changes as might prove necessary in order 
to secure the approval of the Administrator. The com- 
mittee was carefully selected to represent all elements of 
the industry. Mr. Drury, who is chairman of the 
N.E.W.A. Executive Committee, represents the national 
houses. Mr. Eiseman of the Revere Electric Co., Chi- 
cago, represents the middle west and also, as president 
of the Chicago Electrical Wholesalers Association, the 
independent group. Mr. Smith of the Hardware and 
Supply Co., Akron, Ohio, represents a hardware house 
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with an electrical department. L. L. Hirsch of the Elec- 

trical Supply Co., New Orleans, is an independent and 

represents the south. E. L. Graham of the National 

Electric Supply Co., is located at Washington and is an 

independent wholesaler affiliated with one of the national 

groups. 

For the purpose of enforcing the provisions of the 
code it is intended to use the present Industry Commis- 
sioner structure. Each local Industry Commissioner will 
be consulted as to the size of a local Industry Commis- 
sion to be set up in each of the 42 recognized trading 
areas. In addition, the Association contemplates the 
addition to its staff of a field man who will assist the 
local commissioners in setting up the necessary enforce- 
ment machinery in each locality. It is proposed to obtain 
the funds for carrying on this work from the wholesalers 
in the individual districts. 

In presenting the report of the Radio Committee, 
L. E. Latham, chairman, stated that the R.W.A. had 
already submitted a very comprehensive code to Wash- 
ington, that this association was generally recognized by 
the radio manufacturers as the mouthpiece of the dis- 
tributive branch of the radio industry and that the 
R.W.A. had worked closely with the R.M.A. in the 
preparation of the codes of both associations. He fur- 
ther stated that the N.E.W.A. membership represented 
probably not more than 25 per cent of the radio whole- 
saling industry by volume and, therefore, was not truly 
representative of the radio distributing field. He urged 
that those members of N.E.W.A. who were specially 
interested in radio affiliate themselves with the R.W.A., 
whose annual dues were recently reduced to $25. He 
further stated that his committee planned to keep closely 
in touch with the R.W.A. 

The meeting of the Refrigeration Committee was 
attended by Louis Ruthenburg of the refrigeration sec- 
tion of N.E.M.A., H. W. Burritt of the Kelvinator 
Corp., and Mr. Whittingham of the Norge Corp. 

The committee recommended to these manufacturers 
that: 

1. Each manufacturer publish his price list in accord- 
ance with the provisions of the N.E.M.A. basic code. 

2. Insofar as possible manufacturers should absorb 
all costs of advertising material. 

3. Manufacturers should absorb all transportation 
costs of defective materials during the guarantee 
period. 

4. Consideration be given to some uniform method for 





H. O. Smith E. M. Graham 
Hardware & Supply Co. National Elec'l Supply Co. 
Akron, Ohio Washington, D. C. 
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The committee which will submit the Electrical Wholesaling Code to the N.R.A. at Washington 


W. J. Drury 
Graybar Electric Co. 
New York City 





the handling of trade-ins on old electric refrigerators. 

5. Manufacturers, in conjunction with the finance 
companies, should arrive at a minimum down pay- 
ment, a maximum term of payment and a uniform 
system of carrying charges. 

The committee also recommended that the following 

additions be made in the Electrical Wholesaling Code. 

1. No free service shall be given after the expiration 
of the published guarantee period, unless the manu- 
facturer or distributor is at fault. 

2. On sales of major appliances, payment for which 
extends to a later date than that specified under 
Article IV of the Code, a carrying charge should 
be added which is at least equal to that charged by 
the reputable credit companies for that class of paper. 

3. A conditional sales contract should be required on 
all sales of major appliances except those sold for 
cash, or to regularly established accounts whose 
account is paid in full on due date, as defined under 
Article VI of the Code. 

4. No wholesaler shall sign a completion bond for a 
customer nor in any other way perform the function 
of a bonding or insurance company without an add- 
ed charge for such a service, separately billed and 
at least equivalent to that charged by the recognized 
company in that business in the particular locality 
in which the wholesaler is located. 

E. M. Graham, chairman of the Refrigeration Com- 
mittee, emphasized the need for the Association to secure 
greater representation among refrigeration distributors. 

The Association voted unanimously for the adoption 
of a uniform cash discount by the electrical industry. A 
second motion endorsing five per cent as the discount 
which should be adopted, was carried by a vote of 53 
to 33. A strong minority among the wholesalers present 
stood out for two per cent. 

New members elected to the Executive Committee 
were: W. J. Kranzer, Crannell, Nugent and Kranzer, 
New York City; Karr Parker, McCarthy Bros. & Ford, 
Buffalo; B. T. Hare, Rumsey Electric Co., Philadelphia ; 
F. R. Eiseman, Revere Electric Co., Chicago; C. B. 
Nelson, Nelson Electric Supply Co., Tulsa, and Arch 
McKay, McNaughton-McKay Electric Co., Detroit. 

Chairman Walter J. Drury reported to the convention 
that the Association had gained about 150 new members 
during the past few weeks and that it now probably rep- 
resented at least 60 per cent of the industry by number 
and 80 per cent by volume. 


L. L. Hirsch 
Electrical Supply Co. 
New Orleans 


F. R. Eiseman 
Revere Electric Co. 
Chicago 





The Electrical Wholesaling Code 


Complete text of the National Industry Code for the Electrical 
Wholesaling Industry as approved at the convention of the National 
Electrical Wholesalers Association, held at Buffalo, N. Y., August 
16. This code is not effective until approved by the President 


O effectuate the policy of Title I of 

the National Industrial Recovery 

Act, the following provisions are 
established as a National Industrial Re- 
covery Code for the Electrical Whole- 
saling industry: 

I. DEFINITIONS: (a) For the 
purposes of determining the application 
of this code the term “Electrical Whole- 
saling industry” as used herein is de- 
fined to mean the selling of electrical 
commodities by a person, firm or cor- 
poration, performing the functions here- 
inafter mentioned and a portion of 
whose sales are made at wholesale to 
dealers for resale; to electrical con- 
tractors; to steam and electric railroads; 
to steamship companies; to federal and 
state governments and municipalities 
and sub-divisions thereof; to public 
utilities; to industrial companies which 
have electrical maintenance departments, 
and to manufacturers requiring elec- 
trical materials in the fabrication of 
their products. 

Provided, however, such person, firm 
or corporation performs several or all 
of the following functions: 

1—Maintains and warehouses an ade- 
quate stock of standard electrical com- 
modities sufficient to supply the trade. 

2—Maintains a showroom to prop- 
erly display commodities for the bene- 
fit of the trade. 

3—Maintains delivery service and fa- 
cilities for pick-up service. 

4—Maintains a selling organization 
trained to promote, specify and quote on 
electrical commodities, and to properly 
handle matters of service or misunder- 
standing with customers. 

5—Distributes catalogs showing and 
describing the most essential items in 
common use in the industry. 

6—Extends justified credit to the 
buyers within his territory upon rea- 
sonable terms. 

(b) The term “Wholesaler” as used 
herein is defined to mean a person, firm 
or corporation engaged in the Electrical 
Wholesaling industry as hereinbefore 
defined in subsection (a) hereof. 
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(c) The term “Industry Commis- 
sion” as used herein is defined to mean 
the person or persons authorized by Na- 
tional Electrical Wholesalers Associa- 
tion to assist in enforcing the provisions 
of this code by wholesalers in a trading 
area or district. 


II. As required by Section 7(a) of 
Title I of the National Industrial Re- 
covery Act, the following provisions are 
conditions of this code: 

“(1) That employees shall have the 
right to organize and bargain collec- 
tively through representatives of their 
own choosing, and shall be free from 
the interference, restraint, or coercion 
of employers of labor, or their agents, 
in the designation of such representa- 
tives or in self-organization or in other 
concerted activities for the purpose of 
collective bargaining or other mutual 
aid or protection; (2) that no employee 
and no one seeking employment shall be 
required as a condition of employment 
to join any company union or to re- 
irain from joining, organizing, or as- 
sisting a labor organization of his own 
choosing; and (3) that employers shall 
comply with the maximum hours of 
labor, minimum rates of pay, and other 
conditions of employment approved or 
prescribed by the President.” 


III. (a) On and after the effective 
date of this code, the places of business 
of wholesalers shall not be open for 
business before 7:00 A. M. or after 
6:00 P. M. and shall be closed on Sat- 
urdays and Sundays. 

(b) On and after the effective date 
of this code, all employees except such 
employees as are hereinafter enumer- 
ated shall be employed not more than 
40 hours per week; provided, however, 
that these limitations as to hours of 
employment shall not apply when emer- 
gency, seasonal demand or inventory 
require more than 40 hours of work 
per week, in such cases such number of 
hours may be worked as are required 
by the necessities of the situation, but 
at the end of each calendar month, 
every wholesaler shall report to the 
Executive Committee of National Elec- 


trical Wholesalers Association, in such 
detail as may be required, the number 
of man hours worked in that month on 
account of seasonal demand or inven- 
tory, and the ratio which said man 
hours bears to the total number of man 
hours during said month; provided, 
that the foregoing provisions shall not 
apply : 

1—to executives and administrative 
employees who receive more than 
$35.00 per week, and to outside sales- 
men. 

2—to employees engaged in emer- 
gency maintenance and repair work and 
watchmen. 

3—to teamsters and chauffeurs in the 
event that there be any other code 
which directly governs such employees. 

(c) On and after the effective date of 
this code, wholesalers shall not employ 
any person under the age of sixteen 
years. 

(d) On and after the effective date 
of this code, the minimum wage paid 
to employees shall be $15.00 per week 
in any city of over 500,000 population, 
or in the immediate trade area of such 
city; $14.50 per week in any city of 
between 250,000 and 500,000 popula- 
tion, or in the immediate trade area of 
such city; $14.00 per week in any city 
of between 2,500 and 250,000 or in the 
immediate trade area of such city and 
in towns of less than 2,500 population 
$12.00 per week. 


The foregoing provisions respecting 
minimum wages shall not apply, how- 
ever, to office and errand boys and file 
clerks whose salaries shall not exceed 
10 per cent of the total payroll and to 
whom a minimum wage per week of not 
less than 80 per cent of the minimum 
wages hereinabove provided shall be 
paid. (The population of any town or 
city shall be computed on the basis of 
the United States census for the year 
1930).. 


IV. (a) Sales prices of wholesalers 
shall not be less than the current pub- 
lished market wholesalers’ cost of the 
particular merchandise to become effec- 
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tive upon the publication of such cost, 
plus the cost of distribution. (The cost 
of distribution shall include those ele- 
ments of cost as used by the U. S. De- 
partment of Commerce in a study of the 
cost of distribution in this industry, and 
as are set forth in Article XI hereof.) ; 
provided that nothing in this code shall 
be construed to prevent any wholesaler 
from selling at prices equal to the cur- 
rently established prices of a competi- 
tor on products of equivalent design, 
character, quality and specifications; 
and provided, further, that when a 
wholesaler in good faith deems it neces- 
sary to liquidate surplus, slow-moving 
or obsolete merchandise and proposes 
to offer such merchandise for sale at 
prices less than the lawful prices there- 
for, such wholesaler shall file, one week 
before the offering thereof, with the In- 
dustry Commission in the district in 
which he is located a statement showing 
the quantities, minimum acceptable 
prices and a description of the mer- 
chandise to be so offered and the reason 
for such liquidation. During such liqui- 
dation, stocks of such merchandise shall 
not be increased, and all invoices for 
such merchandise shall carry the fol- 
lowing wording— 

“Special prices on account of over- 
stock.” 


On the Ist and 15th of each month 
thereafter he shall file with the Indus- 
try Commission a report showing cur- 
rent sales of such merchandise and the 
remaining quantities on hand to be 
liquidated. 

(b) The quoting, selling or billing by 
wholesalers of electrical commodities 
at prices less than the prices in cur- 
rently published suggested resale sched- 
ules of manufacturers is an unfair 
method of competition; provided, how- 
ever, that the prices contained in such 
schedules are not less than the prices as 
defined in Article IV (a) hereof, in 
which event the provisions of Article 
IV (a) shall be applicable. 


V. All quotations shall be itemized 
and under no circumstances shall a 
lump sum, other than the sum total of 
all items, be submitted, and where so 
submitted, the price of each item shall 
be indicated. 


VI. (a) Wholesalers shall not give a 
discount for cash greater than the per- 
centage of discount offered by the 
manufacturer of the products invoiced, 
and no discount shall be allowed on 
accounts remaining unpaid after the 
10th of the month following the date of 
shipment. Terms for net sales should 
not exceed 30 days from the day of 
shipment. 

(b) No extra discount for anticipa- 
tion of payment shall be allowed. 
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(c) No cash discount shall be allowed 
where payment of an invoice is made by 
warrant, note or trade acceptance, or 
where there is an unpaid balance due, 
unless such balance is due to and con- 
fined to items in dispute. 
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G. H. Wahn 
Geo. H. Wahn Co. 
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VII. Wholesalers shall not consign 
merchandise nor make conditional sales 
thereof to the trade, excepting where it 
is the universally practiced policy in 





this industry, as in the case of the dis- 
tribution of Mazda lamps. 

VIII. It shall be deemed an unfair 
method of competition for a wholesaler 
in selling an electrical commodity to 
permit or allow the manufacturer 
thereof to absorb directly or indirectly 
any of the costs of distributing such 
commodity as are normally absorbed in 
distributing electrical commodities by 
one performing the wholesale function. 


IX. A service charge of not less 
than 10 per cent shall be made on all 
returned merchandise when the return 
is acceptable to the wholesaler and is 
made within nine months after ship- 
ment except where the manufacturer or 
wholesaler is at fault. 


X. UNFAIR TRADE PRACTICES: 
The following are declared to be unfair 
methods of competition in the industry: 

1. MISREPRESENTATION. The making 
or causing or permitting to be made or 
published any false, untrue, or decep- 
tive statement by way of advertisement 
or otherwise concerning the grade, qual- 
ity, quantity, substance, character, na- 
ture, origin, size, or preparation of any 
product of the industry. 

2. InpuciNG BreEacH oF CONTRACT. 
Wilfully inducing or attempting to in- 
duce the breach of existing contracts 
between competitors and their custom- 
ers by any false or deceptive means 
whatsoever, or interfering with or ob- 
structing the performance of any such 
contractual duties or services by any 
such means. 

3. DeFAMATION. The defamation of 
competitors by falsely imputing to them 
dishonorable conduct, inability to per- 
form contracts, questionable credit 
standing, or by other false representa- 
tions, or the false disparagement of the 
grade or quality of their goods. 

4. CoMMERCIAL Brisery. Directly or 
indirectly to give or permit to be given 
or offer to give money or anything of 
value to agents, employees, or represen- 
tatives of customers or prospective cus- 
tomers or to agents, employees, or rep- 
resentatives of competitors’ customers 
or prospective customers, as an induce- 
ment to influence their employers or 
principals to purchase or contract to 
purchase industry products from the 
maker of such gift or offer, or to in- 
fluence such employers or principals to 
refrain from dealing or contracting to 
deal with competitors. 

5. SecrET Respates. The secret pay- 
ment or allowance of rebates, refunds, 
commissions, or unearned discounts, 
whether in the form of money or other- 
wise, or secretly extending to certain 
purchasers special services or privi- 
leges not extended to all purchasers un- 
der like terms and conditions. 



































































6. Enticinc Emptoyees. Wilfully en- 
ticing away the employees of competi- 
tors with the purpose and effect of 
unduly hampering, injuring, or embar- 
rassing competitors in their businesses. 

7. EspronaGeE. Securing information 
from competitors concerning their busi- 
nesses by false or misleading statements 
or representations or by false imperson- 
ations of one in authority. 


8. DEFACING MERCHANDISE. The dis- 
tribution and sale of any electrical sup- 
plies from which the name plate, serial 
number or other identifying mark of 
the manufacturer has been effaced or 
removed. 


9. Fatse Invoices. Withholding 
from or inserting in the invoice state- 
ments which make the invoice a false 
record, wholly or in part, of the trans- 
action represented on the face thereof. 


10. ApverTIsING Matter. In cases 
where a manufacturer through the me- 
dium of the wholesaler makes a charge 
for advertising matter and/or premiums 
of any nature to the dealer, the absorp- 
tion by the wholesaler of such a charge. 

XI. The elements to be included in 
the cost of distribution by wholesalers, 
as referred to in Article IV subdivision 


(a) thereof should be the following :— 
Warehouse and Maintenance 


Warehouse salaries 

Rent 

Cartage (out) 

Freight and expressage (in) 

Insurance 

Purchasing salaries 

Department fixtures and improve- 

ments 

Light, heat, and power 

Repairs 

Service and maintenance 
Selling, Shipping, and Delivery 

Sales salaries 

Traveling 

Depreciation on automobiles 

Advertising 

Packing material 

Parcel-post stamps 

Miscellaneous 


Administrative and General 
Officers’ salaries 
Office salaries 
Financial and accounting salaries 
Taxes 
Stationery and office supplies 
Telephone and telegraph 
Legal and professional services 
Postage 
Depreciation on office furniture and 

fixtures 

Donations 
Trade-association dues 
Miscellaneous 
Bad debts 
Sales discounts 
Interest on investment 





Deductions 


Discount on purchases 
Interest received 
Quantity discounts 


XII. In accordance with the provi- 
sions of Section 10 (b) of the National 
Industrial Recovery Act, the President 
may from time to time cancel or modify 
any order, approval, license, rule or 
regulation issued under Title I of the 
National Industrial Recovery Act. 

Such of the provisions of this code as 
are not required by the National Indus- 
trial Recovery Act to be included here- 
in may, with the approval of the Presi- 
dent of the United States, be modified 
or eliminated as changed circumstances 
or experiences may indicate. This code 
is intended to be a basic code for the 
Electrical Wholesaling industry, and 
study of the trade practices of whole- 
salers will be conducted by the Execu- 
tive Committee of the National Electri- 
cal Wholesalers Association, with the 
intention of submitting from time to 
time additions to this code, applicable 
to all wholesalers. 

XIII. Any wholesaler may partici- 
pate in this code and any revisions 
or additions thereto and receive the 
benefits thereof by accepting the proper 
pro-rata share in the cost and respon- 
sibility of creating and administering 
it, either by becoming a member of 
National Electrical Wholesalers As- 
sociation, or by paying to it an amount 
equal to the dues from time to time 
provided to be paid by a member in 
like situation of National Electrical 
Wholesalers Association. 


XIV. In each of the recognized elec- 
trical wholesale trading areas (now 42) 
in the United States, as may be deter- 
mined by the Executive Committee of 
National Electrical Wholesalers Asso- 
ciation, there shall be an Industry Com- 
mission to consist of a chairman and 
not more than four other members, all 
of whom shall be appointed by authori- 
ty of the Executive Committee of Na- 
tional Electrical Wholesalers Associa- 
tion. 


Any formal complaint that the pro- 
visions of this code have been violated 
by any wholesaler shall be made to the 
National Electrical Wholesalers Asso- 
ciation through the local Industry Com- 
mission. 

The Industry Commission under the 
authority of the Executive Committee 
of National Electrical Wholesalers As- 
sociation shall investigate or cause to 
be investigated the facts, and to that 
end may cause such examination or 
audit to be made as may be deemed 
necessary. Formal charges of a viola- 
tion of this code shall be lodged with 
the National Recovery Administration 
by the local Industry Commission 
through the headquarters office of Na- 





tional Electrical Wholesalers Associa- 
tion. 

XV. With a view to keeping the 
President of the United States and the 
Administrator informed as to the ob- 
servance or non-observance of this code 
and as to whether the Electrical Whole- 
saling industry is taking appropriate 
steps to effectuate in all respects the 
declared policy of the National Indus- 
trial Recovery Act, each wholesaler 
shall prepare and file with the National 
Electrical Wholesalers Association, at 
such times and in such manner as may 
be prescribed, report of sales of elec- 
trical commodities in dollars, number 
of persons employed, wage rates, hours 
of work, and such other similar statis- 
tical data as the Executive Committee 
of the National Electrical Wholesalers 
Association may from time to time re- 
quire. 

The Executive Committee of the Na- 
tional Electrical Wholesalers Associa- 
tion may require, in such manner and 
at such times as it may direct, all whole- 
salers in a particular trading area to 
file their price lists with the National 
Electrical Wholesalers Association or 
the Industry Commission for such area. 


Except as otherwise provided in Na- 
tional Industrial Recovery Act all sta- 
tistical data filed in accordance with 
provisions of Article V shall be confi- 
dential, and the data of one wholesaler 
shall not be revealed to any other. whole- 
saler. 


XVI. If any wholesaler is also en- 
gaged in any other Industry, the pro- 
visions of this code shall apply to and 
affect only that part of his business 
which is included in the Electrical 
Wholesaling industry. 


XVII. National Electrical Whole- 
salers Association is hereby designated 
the agency for administering, supervis- 
ing and promoting the performance of 
the provisions of this code by the mem- 
bers of the Electrical Wholesaling in- 
dustry. 


XVIII. For the purpose of effec- 
tuating the policy of Title I of the Na- 
tional Industrial Recovery Act, it is 
desirable that all persons, firms and 
corporations who are engaged in the 
Electrical Wholesaling industry, as de- 
fined in this code, shall within 60 days 
after its effective date file with the 
National Electrical Wholesalers Asso- 
ciation their names and places of busi- 
ness. 


XIX. A violation of any of the pro- 
visions of this code or of any approved 
rule, order or regulation issued there- 
under shall be deemed an unfair meth- 
od of competition. 


XX. This code shall become effective 
10 days after its approval by the Presi- 
dent of the United States. 
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Wholesaler Operating Costs Exceed Gross 





Margin on Most Commodity Lines 


Study made jointly by the three national houses is based on 
present operating costs, present gross margin and 193! volume 


the meetings of the various commodity committees 

were presented with the following data on whole- 
saler operating costs and gross margins. They were 
urged to immediately revise their resale schedules so as 
to provide the wholesaler with a living profit. 

This data was prepared by a committee consisting of 
Messrs. Johannesen (chairman) and Nichols of the 
General Electric Supply Corp.; DeForest and Rams- 
burgh, Graybar Electric Co., and Williamson and Dick, 
Westinghouse Electric Supply Co. 

The method of distribution cost accounting, as devel- 
oped by the Department of Commerce, was used in 


A T the Buffalo convention, manufacturers attending 


making this study. The bases of allocation of the vari- 
ous items of operating expense to the commodity lines 
were: investment costs, average value of merchandise 
stock on hand ; warehouse expense, space occupied ; han- 
dling charges, number of standard handling units ; office 
expenses, number of items; sales expense, gross mar- 
gin; and credit and collection expense (reimbursement), 
gross sales. 

Every effort was made by the committee to arrive at 
figures that would be typical of the average electrical 
wholesaling establishment. 1931 sales figures were 
used so as to provide for a reasonable expectancy of 
gain in sales volume over 1932 and 1933. 


Estimated Estimated Estimated Average 
Oper.Cost %of Average Gross Profit 
of Stock Direct Cost of Margin or Loss 
Shipments Shipments Operation % % 
Commodity Lines %toSales toTotal % to Sales to Sales to Sales 
Rigid Conduit (100% Consigned) [incl. Elbows & 

NRT Oe SCY ee Sone eee EEO 15.51 20 14.65 11.5 —3.15 
Undermearduct (ieee?) a. 100 DRS tina: <sattiitein p< «an. toa eee 
Outlet Boxes, Switch Boxes & Fittings (incl. Condu- 20 U 

I ial cabs ctadaetndlndvtaapmnendecdintibiseninsestasnecnimbadnamaen 26.25 0 26.25 21.5 ‘[ V —4.75 

‘ : , , 12 W 
Armored Conduit & Flexible Metallic Conduit-....... 15.93 10 15.3 12.3 be x —3.0 
Rubber Covered Wire & Cable (incl. Lamp Cords 

& Spec. Cable) (60% Consigned) ..............-.------ 17.06 20 16.3 11.7 —4.6 
Wiring Devices (excl. Fuses) ..........-..------------0+0+---0--2- 27.37 10 26.4 19.6 —6.8 
RT FEE RT Le Pe freee ee ee 25.46 0 25.46 22. (A) —3.46 
Knife & Enclosed Switches (Safety Switches)............ 14.32 0 14.32 14. — .32 
Signalling Apparatus (Annunciators, Bells & Buzzers) 29.50 0 29.5 20. —9.5 
Industrial & Commercial Lighting Equipment............ 18.37 20 17.0 17.8 1202 + 8 
Pole Line Hardware (Owned)...............-----------.----------- 16.37 30 13.53 11.5 —2.03 
Weatherproof Wire (85% Consigned) ................-.-- 9.90 30 8.30 8.25 — .05 
Street Lighting Equipment (Direct shipments).......... 2. 100 12.54 12.5 — .04 
Tools, Repair & Constr. Mat...........-.-------.-------e0eee-e-- 25.08 0 25.08 20. —5.08 
Fan Motors (100% Consigned) .............--.---.--------+--- 14.03 0 14.03 15. + .87 
Ranges & Water Heaters (Owned)...............---.-.------- 15.96 20 13.89 10.8 —3.09 
Radio Sets Complete with Tubes ............--.--------------- 20.7 | 0 20.7 | { on cy yen 
PN TN eas slcacleiarinchnnenienelnipinschceetecerinelonenniies 24.4 0 24.4 21.5 —2.9 
Laundry Equipment (Owned) .............---------+0--+e-eseeeees 20.3 | 10 19.23 13.2 —6.03 
Motor Driven Appliances (except Laundry Eq.) 

ihn Rieeaidest Nid dacendstithiiversichecdicse muncrceeresh 18.00 0 18.0 17. —1.0 
Domestic Heating Appliances .............-..---------0------ 22.25 0 22.25 16. —6.25 
oe ns Toe ne aT a a Tone ee ee ea re 26.82 0 26.82 18. —8.82 
(A) Incl. Spec. Distrib. Discount. U—Boxes and Fittings. X—Flexible Metallic Conduit. 

(B) Without Price Protection. V—Condulets. Y—Industrial. 
(C) With Price Protection. W—Armored Conduit. Z—Commercial. 
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Code of Fair Competition for 
Radio Distributors and Dealers 


An abstract of the code prepared jointly by the Radio Wholesalers Asso- 
ciation and the National Federation of (Local) Radio Associations. This code 
has been submitted to Washington and is now awaiting a formal hearing 


ARTICLE I— PURPOSE — This 
Code is created for the purpose of re- 
habilitating the distributive divisions 
of the radio industry thereby enabling 
them to do their part toward establish- 
ing that balance which is necessary to 
the restoration and maintenance of the 
highest practical degree of public wel- 
fare. To achieve this end employment 
must be increased, fair and adequate 
wages established, necessary reduction 
of working hours effected, standards of 
labor improved, and unfair trade prac- 
tices eliminated. 


ARTICLE II—DEFINITIONS—A 
Distributor is an individual, partnership 
or corporation operating as a whole- 
saler and under a contract and/or fran- 
chise with one or more manufacturers 
of radio apparatus, and whose business, 
either in toto or in a special department, 
is the sale of radio apparatus exclusively 
to dealers for resale at retail, and em- 
ploying a traveling sales force for the 
purpose of broadly selling to such 
dealers. 

A Dealer is an individual, partner- 
ship or corporation operating as a re- 
tailer and/or under a contract and/or 
franchise with a manufacturer or dis- 
tributor, and whose business, either in 
toto or in a special department or sec- 
tion of the business, is the sale of radio 
apparatus at retail to the consumer. 

A Service Company is an individual, 
partnership or corporation whose prin- 
cipal business is the installation and/or 
servicing of radio apparatus for dis- 
tributors or dealers or consumers, in 
homes, public and private institutions, 
public places, etc. 

A Service Man is an individual em- 
ployed as such by a distributor, dealer 
or service company. 

Radio Wholesalers Association (R. 
W.A.) is the national association of 
radio distributors. Membership in this 
association will be by individual dis- 
tributors. 

National Federation of Radio Asso- 
ciations (N.F.R.A.) is the aggregate 
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association for all distributive divi- 


sions. 


ARTICLE III — DIVISIONS—For 
the purpose of the administration of this 
Code the distributive divisions of the 
radio industry shall be divided into the 
following groups: 

(a) National association of distribu- 
tors—the Radio Wholesalers Associa- 
tion 

(b) Local associations of distributors 

(c) National association of retailers 
—the National Federation of Radio 
Associations 

(d) Local associations of retailers 
and service companies 

(e) Local associations 
men. 

Each of the above divisions (and any 
others which may subsequently be formed 
within the distributive divisions of the 
radio industry) shall set up an Execu- 
tive Committee of not less than three 
members for the purpose of administer- 
ing the provisions of the Code, to secure 
adherence thereto, to hear and adjust 
complaints, to consider proposals for 
amendments and exceptions thereto, and 
otherwise to carry out within the divi- 
sion the purposes of the National Indus- 
trial Recovery Act as set forth in this 
Code. 


ARTICLE IV— LABOR CODE— 
Each separate division shall promptly 
undertake the formulation of a labor 
code, consistent with the general pro- 
visos herein contained. 

The maximum hours of labor for dis- 
tributors’ employees (other than outside 
salesmen) shall be 40 hours per week, 
or not more than eight hours in any 
one day, excepting in emergencies or 
where life and property is endangered. 

Every distributor is prohibited from 
opening, operating or maintaining his 
place of business, or his services, or the 
services of his employees on Saturdays, 
Sundays or legal holidays, excepting in 
emergencies or for the holding of ex- 
ecutive conferences or road salesmen 
meetings. 


of service 


ARTICLE V—COST AND PRICE 
CODE—Each of the foregoing distribu- 
tive divisions shall proceed at once to 
provide schedules of fair price competi- 
tion based on a proviso that it is con- 
sidered an unfair method of competition 
and inimical to best public interest to 
sell any item below reasonable cost. 
“Reasonable cost” shall be interpreted 
to include the actual price paid for the 
product delivered to the distributor’s 
warehouse plus the general cost of doing 
business plus a fair profit. 

Dropped lines or surplus stocks, some- 
times designated as “closeouts,” or in- 
ventories which must be converted into 
cash to meet immediate needs, may be 
sold at such prices as are necessary to 
move the merchandise into buyers’ 
hands. However, all such stocks must 
first be reported to the Executive Com- 
mittee of the division, and be disposed 
of subject to the approval of that com- 
mittee. Further, the distributor must 
furnish the Executive Committee with 
evidence that every reasonable effort 
has been made to dispose of the surplus 
merchandise so to be sold, through the 
manufacturer and/or through his co- 
distributors elsewhere in the country. 


ARTICLE VI—GENERAL REGU- 
LATIONS — A—For the distributor 
divisions. 

The following basic code of practice 
is set forth, violation of which shall be 
considered an act of unfair competition 
and subject to the penalties prescribed 
in the National Industrial Recovery Act. 

(a) Schedules covering base and 
quantity discounts for dealers, as well 
as terms of sale, shall be registered with 
the local Executive Committee. These 
discounts shall be so set up as to pro- 
vide a minimum gross profit on every 
item of 20 to 25 per cent figured against 
“wholesaler to dealer” selling prices. 

Quantity discounts, if any, shall ap- 
ply only to individual dealer accounts 
and not to combined purchases of two 
or more dealers grouped in any manner. 

Any changes in schedules made under 
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other sections herein shall be filed with 
the Executive Committee not less than 
three days before becoming effective. 


Cash discounts by the distributor to 
the dealer shall not exceed the cash dis- 
count in percentage received and no 
such discount shall be allowed after the 
time fixed in the terms of sale, the most 
favorable terms not exceeding 2 per 
cent cash discount on payments twice 
monthly, whereby all invoices dated 
from the Ist to the 15th are payable 
with cash discount deduction on the 25th 
and all invoices dated from the 16th to 
the 3lst payable with cash discount de- 
duction on the following 10th, or all net 
30 days from date of each invoice. Date 
of invoice shall be the shipment date. 


(b) Dealer notes, trade acceptances, 
etc., shall be taken only as a collection 
expedient on delinquent accounts. 


(c) Wholesale prices thus established 
shall not be reduced directly or indi- 
rectly by rebates, discounts, premiums, 
bonuses or subsidies, nor by paying any 
of the operating expenses of a dealer’s 
business, nor by paying the salaries, 
wages and/or commissions of a dealer’s 
employees’ nor by the payment of any 
bonuses or compensation to dealers’ 
salesmen for the purpose of favoring 
or pushing any specific products over 
those of a competitor; nor by furnish- 
ing the services of its own employees for 
the purpose of relieving the dealer of 
the expense of similar employees; nor by 
paying for local dealer advertising be- 
yond any previously recorded coopera- 
tive advertising plan; nor by consign- 
ment of merchandise for any purpose 
whatever including displays or floor 
samples, the only exception being for 
such accounts as listed with the Execu- 
tive Committee confined to credit pro- 
tection requirements; nor by any other 
means whatsoever. 

(d) Each division .shall set up free 
delivery zones beyond which a uniform 
scheduled charge shall be made to the 
dealer for delivery costs. 

(e) In the schedules provided for in 
Paragraph (a), this section, shall also 
be listed the standard cooperative ad- 
vertising plan, if any, with dealers. This 
plan, however, shall never be on a basis 
more favorable to the dealer than 50/50 
and always on a definite percentage lim- 
itation against actual purchases. Deal- 
ers taking advantage of the cooperative 
advertising plans shall be required to 
certify as to the correctness of their 
advertising rates as being truly net, less 
all rebates whether in cash, extra free 
runs or whatever other form. A deal- 
er’s claim for advertising refund shall 
be based only on the cost of actual space 
used in newspapers, publications, bill 
boards, placards, etc. All cost of me- 
chanical set up and art work as well as 
cuts and make ready, etc., other than 
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standard advertising mats or cuts sup- 
plied by manufacturers, shall be borne, 
in full, by the dealer. 

(f) A joint Distributor and Dealer 
Advertising Censorship Committee for 
public protection shall be formed by 
each local division to assure the elimi- 
nation of unfair, bait and misleading 
advertising. A “Code of Fair Adver- 
tising” shall be prepared by each such 
committee and approved by the local 
division. 

The decisions of the Censorship 
Committee and their orders to “cease 
and desist,” subject to approval of the 
division Executive Committee, shall be 
binding on any advertiser complained 
against. If such order is thereafter 
violated, the advertiser shall be consid- 
ered as committing an act of unfair 
competition and be subject to the penal- 
ties provided for in the National Indus- 
trial Recovery Act. 

(g) Local distributor divisions shall 
set up means for collection and inter- 
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change of credit and financial informa- 
tion; also means for co-operative ad- 
ministration of insolvent debtors. When 
a dealer, through what proves to have 
been unfair or dishonest means, makes 
a composition of debts, or through such 
means involves his business in bank- 
ruptcy proceedings, it shall be consid- 
ered unfair competition for any distrib- 
utor to supply such a dealer under form 
of reorganization with any merchan- 
dise on any terms, including cash or 
consignment, so long as the Executive 
Committee deems it advisable to pre- 
vent such a dealer from again engaging 
in the radio industry, whether under the 
same or any other name. 

(h) The making, causing or permit- 
ting to be made or published of any 
false or deceptive statements on or con- 





cerning the business policies or meth- 
ods of a competitor is an act of unfair 
trade practice. 

(i) Consumer service shall be wholly 
taken care of by the dealer. In such 
instances where the dealer cannot or 
will not render such service and the 
distributor is called upon to do so, the 
distributor shall charge the dealer a 
fair price for labor, materials and other 
costs involved. 

(j) Inasmuch as the sale of radio 
sets is the prime essential in the suc- 
cessful existence of the industry it shall 
be considered an act of unfair competi- 
tion for a manufacturer or distributor 
to supply merchandise to dealers who 
make a practice of offering or giving 
radio receivers or apparatus as gifts 
with other merchandise to induce the 
purchase of such other merchandise. 


(k) No distributor shall sell at 
wholesale discounts to service dealers 
whose principal business is service 
work, anything but parts and accessories 
used for that purpose. 

(1) It shall be considered an act of 
unfair competition for a distributor to 
supply merchandise on any terms what- 
soever to any dealer adjudged by the 
local division Executive Committees of 
the dealers and the distributors, to be 
violating the Code applicable to his 
business. 

(m) For the proper protection of the 
dealer’s business every distributor is 
prohibited from extending any discount 
or selling any merchandise to any other 
than regular franchised dealers for re- 
sale to the public at large, and who are 
operating under contract and/or fran- 
chise as set forth in the uniform agree- 
ment with the manufacturer or distrib- 
utor. The intent here is specifically to 
exclude supplying radio merchandise by 
distributors to industrial and/or co-oper- 
ative organizations whose principal pur- 
pose of such purchase is to supply mem- 
bers, employees and friends at discounts. 

B—For the dealers’ divisions. (A 
corresponding basic “Code of Practice” 
is set forth for the dealer divisions of 
the industry. ) 


ARTICLE VII—“CODE OF FAIR 
ADVERTISING” — Every “Code of 
Fair Competition” to be prepared by 
each division shall include a “Code of 
Fair Advertising.” The following pro- 
visions shall form the basis for each 
such code, to be supplemented, subject 
to the approval of the Division Execu- 
tive Committee, to cover local require- 
ments. 

(a) Tubes being an essential acces- 
sory to a radio receiver, all advertise- 
ments of radio sets shall be “complete 
with tubes,” and so priced. The word 
“complete” used in connection with a 


(Turn to page 28) 
























































Lighting Fixture Code 









Deals with Competitive Practices 


Code prepared by the lighting equipment manufacturers would 
limit new lines, abolish consignments, establish charges for 
catalogs, control trial installations and eliminate design piracy 


the Lighting Equipment Industry,” 

as prepared by the Artistic Lighting 
Equipment Association, contains the fol- 
lowing provisions governing competitive 
trade practices. The code does not ap- 
ply to coves, portable lamps and reflec- 
tors which come under the N.E.M.A. 
code. 

SELLING BELow Cost: No person in 
the industry shall sell or exchange any 
product of his manufacture at a price 
or upon such terms or conditions that 
will result in the customer paying for 
the goods received less than the cost to 
the seller, determined in accordance with 
the simple, uniform method of costing 
hereinafter provided for, provided, how- 
ever, that merchandise classed as “dis- 
tress merchandise” which must be con- 
verted into cash to meet emergency needs 
may be disposed of in such manner and 
on such terms and conditions as the Ex- 
ecutive Committee may approve. 

CATALOGUES AND Price Lists: If the 
Executive Committee determines that in 
any branch or sub-division of the Light- 
ing Equipment Industry it has been the 
generally recognized practice to sell a 
specified product on the basis of printed 
net price lists, or price lists with dis- 
count sheets, and fixed terms of payment 
which are distributed to the trade with 
illustrations and proper identification, 
each manufacturer of such product with- 
in 10 days after notice of such determi- 
nation file with the Executive Commit- 
tee a net price list or a price list and 
discount sheet as the case may be, in- 
dividually prepared by him showing his 
current prices, or prices and discounts 
and terms of payment. 

New Lines: Manufacturers of resi- 
dential lighting fixtures produced for 
resale shall file a net price list with il- 
lustrations and proper identification of 
all current lines not later than February 
15 of any year. 

Additional lines or items may be of- 
fered on the approval of the Executive 
Committee. Such approval shall be 
granted within 30 days. If approval is 
not granted for any reason, an appeal 
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may be made by the person seeking such 
approval to the Arbitration Board of the 
Association. 

DiscouNTs AND CoMMIssIONS: All 
persons in the industry shall afford equal 
terms, prices, and advantages to their 
customers and shall allow no discounts 
or commissions except as approved by 
the Executive Committee of the section 
with which they are affiliated. 

Pricinc: Products of the industry 
shall be priced at the factory and be 
billed f.o.b. factory. 

SHIPPING, PACKING, ETC.: Where 
packing costs and shipping charges are 
not figured in the cost of the product, 
an additional charge shall be made for 
packing and delivery expense. 

PoLicy ON THE PRACTICE KNOWN AS 
“Bip PeppLtinG”: No manufacturer shall 
furnish quotations for lighting fixtures 
of special or regular design to a dealer 
or electrical contractor, or any other 
firm or individual, who has already been 
awarded a contract for such fixtures in 
open competition ; nor shall any manufac- 
turer accept an order based on quota- 
tions which have not been furnished be- 
fore the award of such a contract; nor 
shall any manufacturer reduce his quo- 
tations made before the award of the 
contract after such award except as he 
may furnish reasons therefor satisfac- 
tory and sufficient to the Executive Com- 
mittee. Violation of this provision shall 
be deemed a violation of the Code. 

Prices FOR COMBINED COMPLETE 
Units: ‘No person shall quote a total 
price on any schedule of lighting equip- 
ment which does not show the unit prices 
of the articles comprising the schedule. 

CATALOGUE CHARGES: A minimum 
charge to the distributor or dealer of 
15 cents each shall be made for all resi- 
dential lighting fixture catalogues in ex- 
cess of 25 copies. 

A charge of one cent a sheet shall be 
made for separate sheets in excess of 
25 copies. 

Electrotypes shall be furnished and 
charged for. Credit shall be given if re- 
turned in six months. 

SaMPLEs: No person in the industry 





shall make, loan, submit, or install mod- 
els or samples in competition except 
where he is reimbursed in full for all 
costs or expenses incurred thereby in- 
cluding the service charge if necessary 
to accept the return of any merchandise. 

SHIPMENTS ON APPROVAL OR CONSIGN- 
MENT: No samples or stock shall be sent 
on approval or consignment by any 
wholesale manufacturer. 

RETURN OF MERCHANDISE: No mer- 
chandise shall be returned, or accepted 
by the manufacturer when returned, un- 
less the consent of the manufacturer, in 
writing, has first been obtained. No 
merchandise shall be accepted for return 
which has been in the possession of the 
customer for a period of 30 days or 
more, and when merchandise is returned 
according to the provisions of this sec- 
tion, a service charge of not less than 
20 per cent plus return freight charges 
shall be charged. 

Provided, however, that this section 
shall not apply when it is shown that the 
merchandise was defective or not shipped 
according to the order of the buyer. 

DesicN Piracy: No person in the 
industry shall copy and/or reproduce 
any design or pattern, or appropriate the 
selling feature of any design or pat- 
tern, of another lighting fixture manu- 
facturer. 

Manufacturers who, through genius, 
skill, or advertising effort or reputation 
having created or delivered any article 
so that it has become generally known 
by its color, design, or construction is 
entitled to protection under this Article. 

Production and sale of merchandise 
contrary to the foregoing shall be a vio- 
lation of this Code. 

REBATES, REFUNDS, ETC.: The pay- 
ment or allowance of rebates, refunds, 
unearned discounts, gratuities or gifts, 
in any form, to customers or their agents 
shall be deemed a violation of this Code. 

FALsE ADVERTISING: Advertising, 
selling, or offering to sell any product in 
such a manner as to deceive purchasers, 
or intending purchasers, as to quality or 
grade of such product, shall be deemed 
a violation of this Code. 
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A Code for Traveling Salesmen 


This general code for salesmen, submitted by the United Commercial Travelers of 
America, probably will not be approved by the N.R.A. This is because the U.C.T. 
does not represent employers. It does, however, offer a basis for the inclusion of 
sections pertaining specifically to salesmen in the codes of individual industries 


HE United Commercial Travelers 

of America, comprising in its mem- 

bership more than 100,000 active 
and retired salesmen, business men and 
business managers in the United States 
presents this code and submits this 
argument: 


According to the 1929 estimate of the 
Census Bureau, there were at that time 
approximately 750,000 men and women 
engaged in the business of selling the 
products of the factories or processors 
or acting as the representatives of whole- 
sale distributors of the products in the 
nation. At the present time a conserva- 
tive estimate places the number of active 
salesmen in the nation at 500,000. 


Under an investigation conducted two 
years ago by our organization, the fact 
was developed that the salesmen of 
America make an average of 10 calls 
every day and work an average of five 
days every week. During the days of 
depression which immediately followed 
this investigation, while there were few- 
er salesmen employed, the average num- 
ber of calls per day was greatly increased 
and the working days of the week were 
increased to six. Reverting to the first 
average, however, and basing our argu- 
ment upon the present active traveling 
salesmen in the nation, we offer 25 mil- 
lion business contacts every week for the 
promotion of business and the promulga- 
tion of any worthy objective. 


In the past the commercial traveler 
has been the only employee of any man- 
ufacturing or jobbing firm who has been 
asked to work without any guarantee of 
actual income as opposed to stenogra- 
phers, clerks and all other employees 
who are assured of a definite income. 
We submit that this entire basis of pay- 
ment should be changed in the interest 
of national prosperity. 

We believe that with such a force as 
set out above, a fair consideration of 
salesmen is the most important thing to- 
day to consider in business revival and 
we offer this force in the event that this 
code or a similar code shall be estab- 
lished and published by the Government 
of the United States. 
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Employment Regulations 


Employment of salesmen for the pro- 
tection both of the salesman and the em- 
ployer shall be on a definite time basis 
for a period of not less than one year 
with a provision of not less than 30 days’ 
notice on the part of either party before 
said contract may be terminated at any 
time during the life of the said contract. 


Every salesman shall be given full pro- 
tection as to the territory in which he is 
asked to represent any business firm and 
shall be given full credit for all services 
rendered or products shipped into this 
territory by the employing firm. No dis- 
counts shall be granted to any purchaser 
in this territory for any purpose if such 
discount would make possible the sale of 
a product or the performance of services 
below the price which the salesman is 
compelled to quote. 


The terms of every contract under 
which salesmen are employed shall be 
clearly set forth in every detail as to 
time and method of payment and if there 
be a commission or bonus arrangement 
which may be dependent upon the deliv- 
ery of merchandise or the performance 
of services, to be rendered after the con- 
clusion of the contract, the said commis- 
sion or bonus shall be payable until the 
delivery or performance of service has 
been entirely completed unless by agree- 
ment of the contracting parties there 
shall be a definite period under which 
said payments shall be continued. 


Working Hours 


Inasmuch as the selling business is 
more peculiar than any other business 
and in many cases the sale or the call of 
the salesmen must be regulated by many 
other conditions, we believe that no 
working hour limit should be placed upon 
either the salesman or the employer but 
that so far as possible no salesman should 
be denied the privilege of the seventh 
day of rest and he should be permitted to 
return to his home at the end of each 
week. Nothing in this, however, may be 
interpreted as compelling any business 
organization to permit a salesman to re- 
turn home when he is at such a distance 


away that the expense of returning home 
would be greater than the expense of his 
remaining upon his territory. 

During the past several years many 
business firms have been compelled to set 
definite days and hours in which they 
will interview salesmen. A great loss 
of time is occasioned by this arrangement 
because of the fact that the purchasing 
agents too frequently permit other inter- 
ests to draw them away from these hours. 
This results in a definite cost to business 
and should be abolished. In the interest 
both of the employer and the employee, 
it shall be understood that purchasing 
agents shall be required, except in ex- 
treme cases, to hold to their schedule of 
interviewing salesmen and devote the 
time which they set to that purpose, 
making every effort to save as much 
time for the salesman as possible by keep- 
ing their engagements and by also keep- 
ing the commitments which they make 
to the salesman. 


Wages 


The subject of wages is divisible into 
three parts: 

1. Salesmen working upon salary and 
expense basis. 

In no event shall any salesman be asked 
to represent any firm at a salary of less 
than $150 per month plus reasonable 
traveling expenses while away from 
home. This shall be the minimum sal- 
ary and every business organization and 
salesman shall be given the full right 
and privilege of hiring and making con- 
tracts one with the other at any salary 
above this or of making a regulation 
of the traveling expenses so long as 
they do not descend below the provi- 
sions of this paragraph. 

2. Salesmen traveling upon commission. 

Salesmen who are asked to travel en- 
tirely upon commission because of the 
articles which are sold having been 
generally handled upon that basis shall 
not be required nor asked to give their 
time unless there shall be guaranteed to 
them a drawing account sufficient to 
cover their actual expenses while en- 

(Turn to page 26) 
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October---November Sales Drive 
to Promote Better Lighting 


All branches of the lighting industry to cooperate in the promotion of 


adequate lighting. 
slogan. 


NE of the major factors contributing to the de- 

cline in electrical sales has been the tendency 

of the public to “save” on lighting. This tend- 
ency has been reflected in all classes of retail outlets 
selling portable lighting; has had its effect on the sale 
of lighting fixtures, and has materially reduced the num- 
ber of outlets currently being installed. 

With the urge to buy again becoming popular, the sales 
committee of the Edison Electric Institute has taken 
action to coordinate sales effort with the manufacturers 
of lamps and lighting equip- 
ment during the months of 
October and November to the 
end that some of this lost busi- 
ness may be recovered. An 
extensive national “campaign” 
is not contemplated, but with 
aggressive local cooperative 
action, it is expected that in- 
creased sales of lighting equip- 
ment of all kinds, together 
with wiring, will result. 

A lighting sales sub-com- 
mittee has been formed, con- 
sisting of M. E. Skinner, Ni- 
agara-Hudson Power Corp., 
chairman, H. Freeman Barnes, 
General Electric Co., J. F. 
O’Brien, Westinghouse Lamp 
Co., and C. E. Greenwood. 
Edison Electric Institute. This 
special committee is cooperat- 
ing with utilities, lamp and fixture manufacturers and 
electric leagues in the development of local coordinated 
activities aimed to rebuild a healthy lighting market. 

Local organization is already under way in many cities 
and it is estimated that no less than 250 meetings will 
be held during the week of September 25, at which final 
details of programs and methods will be 
decided upon. 

The possibilities which this sales drive offers the elec- 
trical wholesaler were indicated by H. Freeman Barnes, 
sales promotion manager of the incandescent lamp de- 
partment, General Electric Co., in his talk before the 
N.E.W.A. convention at Buffalo last month. Mr. Barnes 
stated that the material involved in 10 average commer- 
cial lighting jobs amounted to $1,300 and, in 10 average 
industrial lighting jobs, $2,200. 


Demonstration 


local sales 
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kit which gives the lighting salesmen 
a new method of approach 


"Better Light—Better Sight'' selected as campaign 
Nela Park develops special demonstration kit for lighting salesmen 


The sales methods to be used during this lighting drive 
are built around a new demonstration kit, recently de- 
veloped at Nela Park. As Mr. Barnes pointed out at 
Buffalo, a person knows when it is too hot or too cold, 
but he does not know when he has too little light. That 
is where the demonstration kit comes in. It shows the 
prospect, in a very convincing manner, just what ade- 
quate lighting will do for him. These kits will be widely 
used by the utilities’ lighting salesmen. And, by the way, 
these fellows should have plenty of leads to give the 
wholesalers’ salesman who 
goes out of his way to culti- 
vate them during these next 
few weeks. 

Also, the kits should prove 
valuable to wholesalers’ sales- 
men, especially in the indus- 
trial field. A bulletin issued 
by the lighting sales committee 
points out that “with the re- 
vival of industry, the lighting 
of factories and factory of- 
fices becomes increasingly im- 
portant. This field offers espe- 
cial opportunities for coopera- 
tion with fixture manufactur- 
ers, wholesalers and contrac- 
tors whose lines do not touch 
the domestic field. The light- 
ing in a very high per cent of 
industries which have been 
working part time and with 
skeleton organizations has been neglected for several 
years.” 

The kit, with demonstrating material, is being sold 
without profit by the General Electri¢ Co., Nela Park, 
Cleveland. The price is $35 without wattmeter, which 
is $42.25 additional. The “Illuminometer’’, which is 
similar to a foot candle meter, is obtainable from the 
Weston Electric Instrument Co., and lists at $50. 

This entire sales activity is in no sense restricted to the 
utility group. Lamp and fixture manufacturers who ad- 
vertise nationally will tie-in their advertising during 
October and November. However, the major advertising 
and sales promotion will come from local groups, in 
which the utility, manufacturer, wholesaler, retailer, elec- 
tric league and others will plan their drives to fit their 
own conditions, 


ELECTRICAL WHOLESALING 








he 
d- 
ng 
ng 
in 
*C- 
Pir 


Wisiewin take the initiative in rallying radio deal- 
ers behind the September sales drive which will lead up 
to Radio Progress Week, October 2 to 7. Manufac- 
turers to absorb cost of dealer advertising material 
which will be allocated by local campaign committees 
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Radio Prosperity Campaign 
Arouses Enthusiasm of the Trade 


ROM present indications, the plans for rallying the 

radio industry in a united sales drive this month are 

are going over in a big way. In the plans of the set 
manufacturers for a Radio Prosperity Campaign, dis- 
tributors have seen a way to renew the enthusiasm of 
their dealers. Dealers have eagerly grabbed at the idea, 
believing that it marks the turning point, that radio is 
about to come back and be a prosperous business again. 
t is self-interest all the way through—and that is the 
only sound basis for any campaign. 

In Boston, New York, Philadelphia, Baltimore, Pitts- 
burgh, Buffalo, Cleveland, Detroit, Cincinnati, Louis- 
ville, Indianapolis, Chicago, Milwaukee, Minneapolis, St. 
Louis, Kansas City, Denver, Salt Lake City, San Fran- 
cisco—east and west—coast to coast—local committees 
are at work, setting up their own programs to cash in on 
this Radio Prosperity Revival. And from Portland, Me., 
and Duluth in the north to Dallas, New Orleans and 
Atlanta in the south, radio men are reacting in the same 
way. And so it is in the smaller places. Hartford, 
Albany, Wilmington, Del., Charleston, W. Va., New- 
castle,, Pa., Syracuse, Utica, Erie, Peoria, Des Moines, 
Fargo—these cities are also ready for a local drive 
through September culminating in Radio Progress Week, 
October 2 to 7. In all, some 103 cities have responded. 
And that is a lot of cities. 

Francis E. Stern, president of Stern and Co., Hart- 
ford, Conn., held a meeting there on July 24. Whole- 
salers and dealers got the story and said—‘Let’s go!” 
Stern whirled in as a member of the Code Committee of 
the Radio Wholesalers Association and a director of the 
Federation of Radio Trade Associations. He stumped 
the state. When he got through he had organized 12 
local associations of radio men. 

Stern put it to the dealers this way—*‘Here is the 
code. The Government says ‘Take it!’ You’ll have to 
like it. But you will like it if you get hold and build up 
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some business so that the better prices and cleaner com- 
petition that is coming out of it will put real money in 
your pants. The vital need, therefore, is increased sales 
—and the Radio Prosperity Campaign is designed to do 
just that.” 

In Boston they held a meeting of all distributors on 
July 24 and set up a committee to do the job. Then on 
August 24, they brought together 300 distributors’ sales- 
men to get religion and, on September 7, 1,000 radio men 
attended a big trade banquet which marked the start of 
the drive. It certainly looks as if the radio business in 
New England is going places. 

Newcastle, Pa., with a population of less than 50,000, 
held a dealer meeting August 14 with 48 present. These 
dealers were from 10 communities that look to New- 
castle as a distributing point. On September 6, men 
from all these towns met again and formed a dealers’ 
organization to work as a unit during the campaign. 


UT in San Francisco, the Pacific Radio Trade As- 

sociation is organizing northern California. They 
are setting up a committee in every town of 5,000 popu- 
lation or over. Each committee consists of a local radio 
dealer, a broadcaster, a service man, a utility repre- 
sentative and a newspaper man. The dealer is chairman. 
They are establishing 26 key committees in large cities, 
which become responsible for the adjacent towns. The 
Pacific Gas and Electric Co. is cooperating in 60 sales 
districts. All of which means that a lot more radio will 
be sold in California this fall. 

Local committees are handling the standard units of 
display and advertising material. Each committee drafts 
men from distributors to deliver these display units to 
the dealers in the name of the committee, one to each 
dealer. The men leave the display units only with those 
dealers who pledge cooperation in the campaign. 
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A Program for 
“VICTORY in °33” 


The major problem of the entire electrical industry is to 
secure for itself a larger share of the consumer's dollar. 


The electrical wholesaler and his salesmen occupy a key 
position in the industry's attack upon this objective. 


The electrical wholesaler and his salesmen can best assist 
in attaining this objective and thus contribute most to 
business recovery in the electrical field by: 


1. Working for the rehabilitation of electrical wiring 
and equipment in industrial plants, commercial 
buildings and homes, in cooperation with the elec- 
trical contracting branch of the industry. 


2. Acting as merchandising counselors to the retailers 
of electrical goods—recognizing that their own 
sales are dependent upon the merchandising ability 
of the sales forces of these dealers. 


3. Taking an active part in all local cooperative sales 
and promotional activities. 


If You 
Sell Radio 


enna wholesalers and dealers are rapidly getting 
organized. As a result of its aggressive member- 
ship drive, the Radio Wholesalers Association now rep- 
resents about 60 per cent of the industry by volume. Its 
goal is 90 per cent. This group has prepared a code 
designed to clean up abuses which, in years past, have 
taken a lot of profit out of radio. When approved, this 
code will be administered by the R. W. A. and its 
affiliated local dealer associations. Every radio whole- 
saler and dealer will be bound by its provisions. There- 











fore, as a matter of self-interest, every wholesaler sell- 
ing radio should hasten to sign up as a R. W. A. mem- 
ber. Dues have been reduced to $25 a year. 

If you sell radio and haven’t yet joined the R. W. A., 
Do Your PArt—Jorn Now. 
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More 
Rentals 


S we have predicted several times in the past few 
months, the policy of the utility companies to rent 
ranges, water heaters and other equipment is gaining 
headway. New converts to the rental plan are the gas 
companies of the Chicago area. As we get the story 
from a utility representative, one of the last feats of 
Samuel Insull, before his departure for foreign shores, 
was the organization of a company to install a pipe line 
from the natural gas fields of Texas and Oklahoma to 
Chicago. 

Contracts were negotiated between the pipe line com- 
pany and the Insull-controlled gas utilities in and 
around Chicago which called for the purchase, by these 
utilities, of specified quantities of gas each year. In 
spite of special rates for house heating, the gas com- 
panies have been unable to sell the specified quantity 
of gas. Nevertheless, they have had to pay for the full 
amount specified in their contracts. 

In an effort to cut this loss, rates have been drastic- 
ally slashed. Gas burners, complete with thermostats, 
are installed in the furnaces of their domestic consum- 
ers on a rental basis of three dollars per month for a 
nine month heating season. Installation costs, averag- 
ing $60 a burner, are absorbed by the utility. Burners 
can be removed at any time and customers’ grates re- 
stored, also without charge. 

Why should we discuss the gas industry in an elec- 
trical publication? Because many electrical wholesal- 
ers, especially those handling major appliances, are also 
active in the sale of oil burners, and oil burner dealers 
can’t meet this competition. It would be impossible for 
them to install their burners free, collect three dollars 
a month as rental and, at the same time, make a living 
for themselves and their salesmen. A friend of ours 
who sells oil burners in a Chicago suburb (or, rather, 
who used to sell them) tells us that he has lost to the 
gas company every prospect that he had lined up for 
the fall season. Now he is out hunting a new job. 

Ranges, water heaters, and now burners. If this 
trend toward the rental of equipment by the utilities is 
not halted, the distributive branches of the electrical 
industry will see themselves deprived of these equipment 
markets which are rightfully theirs. It is our belief 
that utility rentals constitute an unfair trade practice 
which should be vigorously opposed by manu- 
facturers, distributors and dealers, both individually and 
collectively. 
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The Trend 
Toward 2°%, 


esse the fact that the N. E. W. A., at its con- 
vention in Buffalo last month, voted in favor of a 
five per cent cash discount by a majority of 55 to 33, 
all indications point to two per cent as the discount 
which will be generally adopted. 

As we pointed out in these columns last month, the 
concensus of opinion among electrical manufacturers 
favors two per cent, and it is the manufacturer rather 
than the wholesaler who actually determines what the 
cash discount shall be. 

The following is typical of the manufacturers’ view- 
point: “It is only natural that the wholesalers should 
favor the five per cent discount; anyone will take as 
large a discount as they can get. However, final action 
must come from the manufacturers. Our own cash dis- 
count is two per cent and again it is natural that we 
favor that figure. 

“This whole matter seems to depend upon what the 
majority of manufacturers allow. Two per cent would 
work the least hardship on the greatest number and at 
the same time the wholesalers would be getting the dis- 
count that most of the manufacturers now allow them. 

“We are in favor of a uniform cash discount of two 
per cent and we favor its inclusion in the codes now 
being prepared under the N. 1. R. A.” 

The radio manufacturers have definitely come out for 
two per cent. Many of the codes which have been sub- 
mitted to Washington specify both cash discount and 
terms of payment. In every case where we have seen 
a cash discount specified in a code, it has been one of 
two per cent. 

And the five per cent adherents will admit, we be- 
lieve, that they would much prefer a umiform cash 
discount of two per cent, to the multiplicity of discounts 
now in effect. 
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Consigned Stocks 
and the Codes 


OR several years, the consignment of merchandise 

by electrical manufacturers to their wholesalers has 
shown an upward trend. Consigned stocks are com- 
monly met with in the case of conduit, wire, fans, radio 
tubes, Mazda lamps and other items. Now, with the 
possible exception of Mazda lamps, these consigned 
stocks appear to be on the way out. Professor Fred- 
erick’s investigations show this method of selling to be 
generally unpopular with both electrical wholesalers 
and manufacturers. And, as the various industry codes 
are made public, it is evident that disapproval of con- 
signment selling is by no means confined to the elec- 
trical field. 

The Electrical Wholesaling Code prohibits the con- 











‘ 


signment of merchandise “excepting where it is uni- 
versally practiced as in the case of Mazda lamps.” 

The Radio Wholesalers Code prohibits “the consign- 
ment of merchandise for any purpose whatever, includ- 
ing displays and floor samples.” 

The Code of the Wholesale Plumbing Industry pro- 
hibits the consignment of merchandise to contractors 
and dealers for showroom purposes. 

The Lighting Equipment Manufacturers, in their 
code, propose to eliminate the loaning of samples, also 
the installation of lighting fixtures on a free trial basis. 

And, perhaps most significant of all, the steel manu- 
facturers are out to abolish consignment selling in that 
industry. Although manufacturers of electrical conduit 
will, we understand, come under the N. E. M. A. code, 
they are closely related to the steel industry. When 
their sub-code is drawn up, it would appear possible 
that the consignment of electrical conduit will be pro- 
hibited. It must be admitted, after all, that the whole- 
saler, or dealer, who carries merchandise on consign- 
ment is failing to perform his full functions. Also, the 
prevalence of consigned stocks in the electrical field has 
tended to increase competition by making it possible for 
many concerns with inadequate capital to do business. 

The elimination of consignment selling should result 
in better competition and fewer bankruptcies. It should 
generally make for more stabilized conditions in the 
electrical wholesaling field. 


Is Black Pipe 
Going Out? 


E have gone into a wholesaler’s warehouse and 
seen black conduit stacked on one side of the aisle 
and white conduit on the other, and we have wondered 
if, after all, it was really necessary for the wholesaler 
to suffer from this duplication. If the manufacturers 
should quit making black conduit, the contractors would 
have to use galvanized. The wholesaler would sell just 
as much conduit, but his warehouse expense would be 
halved, his turnover at least doubled and he would 
probably make an actual profit, instead of losing (ac 
cording to the N. E. W. A.) some three per cent on 
his conduit sales. But black conduit has always been 
with us. Apparently no one had the courage to discard 
it until the city of San Francisco set about revising its 
electrical ordinance. This new ordinance is more strin 
gent than the National Electric Code in many respects. 
Among its provisions is one requiring that all conduit 
must be galvanized, sherardized or hot-dip galvanized. 
After a six months period, granted to clean out present 
stocks, no black enameled conduit may be used. 
This, perhaps, marks the beginning of the end of 
black conduit. 
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(Right) The Firestone Singing Color Fountain. Sub- 
merged beneath each fountain are colored lights ont 
that reflect varied hues and shades upon the misty i( . it Lak Au 
fountain domes. These variations of color are syn- y Ur OUODC 
chronized to music and to the rise and fall of the 
water. 












(Below) On chilly days, the Chinese Lama Temple is 
heated with these special air heaters, using eight 
G. E. 750 watt strip heaters and a three speed 
G. E. exhaust fan. 










Some Unusual 
Electrical Applications 


at 
A Century of Progress 


(Below) Science's most human robot 
smokes a cigarette with his personal 
guests in the Westinghouse exhibit. At 
spoken commands, he will run a vacuum 
cleaner and perform a number of 
household tasks. He can rise and sit, 
as ordered, turn lights on and off, 
salute a caller, toot an auto horn and 
go through a whole series of perform- 














(Above) After 80 million years, the 
prehistoric mammoths have come 
back to life at the Sinclair exhibit, 
where a brontosaurus, a stegosau- 
rus, a tyrannosaurus, a triceratops, 
and a duck-billed dinosaur blink, 
wag, nod and lunge. (Left) G. E. 
motors operate various cams, 
levers and gears. 
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VICTORY in '33 


Electrical Wholesaling’s Nation-Wide 


Sales Drive to Stimulate Recovery. 

















R. C. Bousman 





July Prize Winners 


10. 00 Prizes 


J.J. Greenway... AEE PRTC ROE Te tee ES Allen Electric Co., Cleveland, Ohio 
i Fs Wek... nee ne Westinghouse Electric Supply Co., New York City 
H. A. Cobaugh... (itnrsicbapiincinth kvtaele ia nena eanae Graybar Electric Co., New York City 
Fie 2 eee ae eee Westinghouse Electric Supply Co., Memphis, Tenn. 
R. L. Snodgrass. acti _-------ssesssseeee--- General Electric Supply Corp., Houston, Tex. 
2 | oes dgan vai eene gem Graybar Electric Co., Chicago, Ill. 
James D. Scanlon Ba rt Pee Ce W. T. McCullough Electric Co., Pittsburgh, Pa. 
John E. Powell... diistaiscniensipuic ne sttain tn <eaapet adie Graybar Electric Co., St. Louis, Mo. 
Wee, P. Sat. ..............-:..... ch hatin pike Baitinger Electric Co., New York City 
Warren J. Dempster... Westinghouse Electric Supply Co., Philadelphia, Pa. 
R. C. Bousman........-........ non eneenete eee eneneeeeee te eee ness oe Graybar Electric Co., Baltimore, Md. 


$5.00 Prizes 


C. S. DeNeve..__ fade plan sehen an pried aa ey tata estend ReQua Electrical Supply Co., Rochester, N. Y. 
Milton Reiman..... hohe it: boone eeeeeeeeeeeeeeeeeseeseeeeeee-» Ayland Electrical Supply Co., Chicago, Ill. 
Aaron Belzer... (sibonbeay teoloee lk Migoeecaalaaae Garfield-Elliott Electrical Supply Co., New York City 





August winners will be announced next month 
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J. J. Greenway Wm. P. Schmitt J. E. Powell D. O. Manix 
Graybar Electric Co. Allen Electric Co. Baitinger Electric Co. Graybar Electric Co. Graybar Electric Co. 
Baltimore Cleveland New York City St. Louis Chicago 
















































These Rules for “Victory in '33” 
Are Easy to Follow 


All salesmen of electrical wholesalers are eligible to participate in Victory in '33."" No 


advance registration is necessary. 


Use blank on page 22 for reporting your sales, or you may use your own company's 


letterhead . 


Report total sales for the month, in dollars and cents, on the products of any of 


the manufacturers listed on page 22. 


Report sales for each manufacturer separately. 


Report for as many manufacturers as possible, even if your sales on some lines are 
small. Every line reported on counts toward a Grand Prize. 


Have your report countersigned by your sales manager or by an officer of your 


company who has such authority. 


Your report for September must be mailed to reach Electrical Wholesaling, 520 N. 
Michigan Ave., Chicago, on or before October 15, 1933. 


August winners will be announced in the October issue of Electrical Wholesaling. 


CONTEST RULES 


1. Separate contests will be held each month from 
January to December inclusive. 


2. Only the lines of those manufacturers whose 
advertisements appear in each issue of Electrical 
Wholesaling will be eligible for prizes for that 
month. 


3. A cash prize will be awarded each month to the 
wholesaler's salesman who reports the largest vol- 
ume of sales of the products of each of these 
manufacturers. One prize for the line of each 
manufacturer; $10 if his advertisement is two- 
thirds of a page or more, $5 if it is one-third or 
one-sixth of a page. Lines of advertisers using 
less than one-sixth page will not be eligible. 


4. Each contestant can win only one prize in any 
one month. If a salesman is high man, in the 
same month, on the lines of two or more manu- 
facturers, he will be awarded the prize for the 
line on which his sales are greatest. The prizes for 
the other manufactuzers' lines on which he is also 
high man will go to the runner-up, or next high- 
est man. 


5. A salesman is ineligible to compete on any 
manufacturer's line after he has already won a 


prize on that line, but may compete in succeed- 
ing months on the lines of all other manufacturers 
on which he has not. previously been awarded a 
prize. 


6 In case of a tie, the full cash prize will be 
awarded to all tying contestants. 


7. All salesmen of the authorized distributors of 
each manufacturer are eligible for the prizes 
awarded on that manufacturer's products. 


8. Each winner will receive, in addition to the 
cash prize, a gold “Victory in '33" lapel button. 


9. Contestants whose reports indicate an out- 
standing sales performance but who fail to win 
a cash prize, will receive a silver "Victory" emblem 
in recognition of their achievements. 


10. Three Grand Cash Prizes, a first prize of $100, 
a second prize of $60 and a third prize of $40, will 
be awarded to the wholesalers’ salesmen who make 
the best showing during the last six months of 1933. 
Number of monthly contests participated in, num- 
ber of manufacturers’ lines reported on, size of ter- 
ritory and volume of sales reported will all be con- 
sidered in selecting the winners. 
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Manufacturers Offer Sales Ideas 





When We Look Back on ‘33 
By D. G. PHELPS 


Manager Electrical Division, Colt's Patent 
Fire Arms Mfg. Co. 


The editor has asked that in connec- 
tion with the “Victory in ’33” campaign 
I make a statement not exceeding three 
hundred words on the subject. 

Having used so many words in the 
introduction, I shall sum up what would 
be the remainder of the three hundred 
words in remarking that in my humble 
opinion we are living in these days the 
actual beginnings of the turn we have 
awaited so long; therefore, the battle 
against the downward trend of ’31 and 
’32 has so nearly approached its objec- 
tive, that when we look back from 1934 
we shall see that we did have “Victory 
in 733.” 
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Sales Aids That Work 
By E. W. PETERSON 


Merchandising Manager, The American 
Blower Corp. 


It probably is truer today than ever 
before that the first essential of success- 
ful selling is cooperation—cooperation 
between the manufacturer and whole- 
saler, between the manufacturer and 
dealer, between dealer or contractors 
and wholesalers is necessary for suc- 
cessful selling of any manufactured 
product. 

For more than 10 years the American 
Blower Corp. has made an intensive 
study of dealer activity and problems. 
Many of our most productive sales ideas 
and plans originated with our dealers, 
most of whom are heating and ventilat- 
ing contractors. 

We make it a point each year to study 
in detail the activities of a number of 
our most successful dealers, as’ well as 
those of a group of less successful deal- 
ers. From such surveys we cull the 
“do’s and the dont’s” for successful air 
conditioning and ventilation selling. 
From this material we lay out our sales 
plans for the new year. 

Our field studies recently revealed 
that a number of dealers were losing 
highly profitable business because they 
were afraid to tackle a number of ven- 
tilating jobs. We immediately flashed 
word to every sales outlet informing 
them that complete data for selling and 
installing such jobs was available in our 
Ventilation Guide. This brief reference 
brought many requests for copies of the 
guide. 

All of our sales plans and materials 
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are designed so that they can be used 
by small or large dealers. We sell our 
sales plans and selling material through 
advertisements in the trade press and by 
direct mail. The success of our system 
is revealed by the records. A total of 
7209 copies of our 1933 Blue Book have 
been placed in the hands of contractors 
and electrical dealers to date. Sales of 
ventilating equipment for March this 
year showed a 12 per cent increase over 
the comparable month of 1932. 

We know from experience that the 
manufacturer who will take the time to 
carefully study the problems of con- 
tractors and dealers and then supply 
them with sales aids that work will 
receive considerable cooperation from 
such sales outlets. 





The August Contest 
closes 
September |5 





Send in Your Reports 
on Time 











Those Small, Big Things 
By B. E. HOLUB 


Sales Manager Ideal Commutator Dresser Co. 
Solderless and tapeless wire connec- 
tors have worked themselves up from a 
meager nothing to the point of being 
used by the millions, within a few years. 
Today, this device is considered one of 
those small, big things. It is recognized 
by leading electrical authorities as the 
modern means of making electrical 
joints. The markets offered are prac- 
tically unlimited. Here are a few: 

Electrical Contractors: For all new 
and old building wiring, motor connec- 
tions, electric sign work, radio work, 
installing refrigerators and other home 
appliances, etc. 

Manufacturers of Electrical Equip- 
ment: For production use, also fre- 
quently supplied with the product to sim- 
plify installation work. 

Fixture Manufacturers: For produc- 
tion use and also frequently supplied 
with the product to simplify installation 
work, 

Electric Sign Manufacturers: 
production and installation use. 


For 


Dealers and Distributors of Electrical 
Products: For installation use. 

Industrial Plants: Light changes, mo- 
tor connections, connecting electrical 
machinery and equipment, miscellaneous 
wiring, etc. 

Railroads: For light connection in 
cars, passenger terminals, stations, shops, 
yards, etc., motor connections, attaching 
appliances and miscellaneous wiring. 

Mines, also Chemicals and Explosives : 
An excellent market as it is impossible 
to make a solder connection in mines due 
to the great explosion hazard. 

Municipal Departments: For light 
changes, connecting appliances, motors, 
stop light connections, mmscellaneous 
wiring, etc. 

Government Departments: For light 
changes, connecting appliances, motors, 
miscellaneous wiring, etc. 

Marine Field: Motor connections, 
light changes, connecting appliances and 
miscellaneous wiring. 

Automobile Field: For attaching all 
appliances. 
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Know Your Product as Well 
as Your Customers 
By M. J. WHITFIELD 


Manager Conduit Sales, Steel and Tubes, Inc. 

Manufacturers can relate hundreds of 
cases of where one wholesaler is more 
successful than another under like com- 
petitive circumstances. In the final an- 
alysis success usually goes to the fellow 
who knows the story of the commodity 
he is offering for sale about as well as 
he knows his trade and their likes and 
dislikes. 

Wholesaler’s salesmen will find it in- 
valuable to know their manufacturers’ 
representatives and to know the story 
of the reason for the existence of their 
product. 

As in practically no other field of sales 
endeavor a wholesaler’s salesman can 
through intelligently planning his work 
utilize every hour in the day in per- 
sonal contact with his prospects. He is 
bound to achieve success then if he uses 
that opportunity to show the prospective 
buyer wherein he can only successfully 
meet competitive conditions existing to- 
day by using modern electrical prod- 
ucts distributed through wholesalers. 

Cooperation between wholesalers, their 
salesmen and manufacturers is abso- 
lutely essential to the success of our in- 
dustry in this day of intense competition 
among industries for the consumer’s 
dollar. 
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SEPTEMBER CONTEST 


Winners will be announced in the November issue of Electrical Wholesaling 








|. Read carefully the Contest Rules 
on page 20. 


2. Only the lines of the manufac- 
turers listed below, whose advertise- 
ments appear in this issue of Electri- 
cal Wholesaling, are eligible in this 
month's contest. 


3. Through the month of September 
keep your own record of sales on all 
products of each of these manufac- 


INSTRUCTIONS TO SALESMEN 


turers for whom your house is an 
authorized distributor. 


(By "sales" is meant actual orders 
taken by you or credited to you from 
September | to 30 inclusive, at whole- 
saler's selling price — what you bill 
your customers—whether for Septem- 
ber or later delivery.) 


4. At the end of the day, on Satur- 
day, September 30, add up your total 


Instructions to Sales Manager 


sales for each manufacturer and enter 
this amount in the space below oppo- 
site his name. 


5. Sign your name and the name of 
your company. 


6. Tear out the entry blank and hand 
or send it to your sales manager or 
other officer of your company for his 
approval and signature. Do not send 
it to us until it is countersigned. 


(Or to other officer of company who has authority to approve salesmen's records) 


Please check this Sales Record. If you find it correct, countersign and mail it to Electrical Wholesaling, 520 N. Michigan Ave., Chicago, Mll., 


on or before October 15, 1933 


Salesman’s Entry and Report Blank for September 


Enter your sales below. Make your figures plain. If there are cents as well as dollars, indicate your decimal point plainly. Enter no sales of 
manufacturers’ goods except those for whom your house is a regular distributor. 


Name of Manufacturer See Page 
Arrow-Hart & Hegeman 

Electric Co. 31 
Bryant Electric Co. 37 
Bussmann Mfg. Co. Back Cover 
Colt's Patent Fire Arms 

Mfg. Co. 33 
Couch Co., S. H. 44 
Forsberg Mfg. Co. 44 
Fretz-Moon Tube Co. 39 
Fullman Mfg. Co. 43 
General Cable Corp. 35 


General Electric Co., Nela Park 24-25 


(Incandescent Lamp Dept.) 


Contestant Sign Here (Print Name)............ oe 


Company 
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Gite end: Site. cue eee 


Your Sales in Sept. Name of Manufacturer See Page Your Sales in Sept. 
General Electric Vapor Lamp 
RR oe Co. 43 | eee ae 
EEA Gruber Bros. 44 erie Satie 
Ie Hamilton Beach Mfg. Co. 27 SO ae 
5 Jefferson Electric Co. wee Biv acctesnsieetccionke: 
«|,£, 9 8 a 
a? ie te National Electric Products 
5 Corp. Front Cover SORE ee oi 
me Se en. 
Oy inhi ete cs Square D Co. 2 RRA 
Be oie Steel & Tubes, Inc. 29 es eas, 
Wiremold Co. 38 SESS ee 





Sales Manager Countersign Here 
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hat Do Manufacturers Think 
of Consigned Stocks? 


In this article Professor Frederick concludes the report of his investigation of 
consignment selling in the electrical field. Last month he presented the atti- 
tude of the wholesaler. This month he discusses the viewpoint of the manufacturer 


ITH certain outstanding 
exceptions electrical man- 
ufacturers appear to be 
emphatically opposed to consign- 
ment selling,and for several reasons. 

1. One of the strongest objections to consigned stocks 
is the huge investment required in a scattered inventory. 
Suppose a manufacturer had some 350 wholesale dis- 
tributors in the United States, with a minimum work- 
ing stock of approximately $1,000 required for each. If 
goods were consigned to one it would be necessary to 
consign to all if requested. If all the distributors asked 
for consigned stocks the investment in stock scattered 
throughout the country would probably run as high as 
$500,000 on the average. The expense of carrying such 
an investment, in addition to a stock at the plant of 
approximately equal value to back up the wholesalers, 
would be a considerable burden to any manufacturer 
and would not be justified by his profits from sales 
under conditions as they exist today. 

2. Several manufacturers point out that the first 
class electrical distributors who handle only the highest 
quality goods are practically the only ones with unim- 
peachable credit standing. It necessarily follows that, 
if the second and third rate distributors are interested 
in and satisfied with second quality and lower priced 
goods, they must have a consignment proposition be- 
cause of their inability to provide capital with which 
to carry their own stocks. This lack of capital immedi- 
ately indicates a lack of financial stability and this cre- 
ates a considerable risk for the manufacturer who 
places his stock with such wholesalers. In the words of 
one manufacturer, “it follows that manufacturers with 
a reputation who do not have a definite resale price to 
maintain do not consign. Manufacturers who have a 
definite resale price to maintain usually consign. Manu- 
facturers who do not have adequate distribution and 
who find it almost impossible to obtain without doing 
so—do consign.” 

3. When goods are consigned there is the expense of 
double transportation in case they are not sold or the 
wholesaler decides to discontinue the line and return the 
goods for credit. Even though a consignment contract 
may stipulate that all goods returned must be shipped 
freight prepaid, in cases of bankruptcy or financial diff- 
culty it is often hard to collect the freight charges. 

4. Unless the manufacturer’s line is handled exclu- 
sively the wholesaler is inclined to push competing lines 
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By JOHN H. FREDERICK 


Assistant. Professor of Marketing, 
University of Pennsylvania 


which have been bought and paid 
for, as against consignments in 
which he does not have an invest- 
ment. 

5. When goods ate consigned 
there is always the temptation to certain types of whole- 
salers to withold payments on the consigned stock, using 
the money to pay other bills or to make’ needed pur- 
chases of other material or to make a special purchase 
of some goods on which the price is about to advance. 

6. Manufacturers are convinced that wholesalers op- 
erating on consigned stocks lack an incentive to push 
sales. When a wholesaler’s own capital is invested his 
urge to sell and turn over the goods is far greater than 
it would be if the product were merely on his shelves 
on a consigned basis. In the case of seasonal goéds sold 
on consignment the wholesaler is not so apt to push the 
line and try to dispose of it as he would be in case the 
property was his own and had to be carried over to 
the next season in case it was not sold. In addition, 
the consignment wholesaler has little incentive to keep 
consigned stocks in good condition. 

7. Manufacturers feel that there is considerable diffi- 
culty and expense involved in keeping proper records 
of consigned stocks and that the consignment relation- 
ship constantly causes friction and misunderstanding 
with their customers. Generally there is a dispute at 
the end of a consignment transaction if not earlier. 
Wholesalers who cannot or will not buy and pay for 
their merchandise, except when they can not get it in 
any other way, are naturally less responsible, on the 
average, than those who can and do buy outright and 
are, therefore, less satisfactory to deal with. One manu- 
facturer states, “We do not make a practice of consign- 
ing stock to our distributors because carrying a stock 
of our merchandise and being ready to serve the trade 
is one of the important functions of the distributor.” 


ESPITE the points advanced against consigning 
stocks of their goods to wholesalers the manufac- 
turers realize that there are apt to be certain advantages 
accruing to the manufacturer using this method. These 
may be summarized as follows: 

1. When goods are consigned the manufacturer can 
have price control over his product through the whole- 
saler to the next sale, whereas without the consignment 
method the manufacturer can control only his own 
prices on the first sale and has no (Turn to page 28) 
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Score Your 














PRESTIGE: You link your store with the 
best known trade-mark in the electrical 
industry. 





nN 


ADVERTISING: The advertising of 
MAZDA lamps made by General Electric, 
has always led in volume, in continuity, 
and in effectiveness. . 





DISPLAY SERVICE: General Electric 
spends more money than any other lamp 
manufacturer to develop, pre-test and make 
G-E displays the most outstanding in the 
whole merchandising field. 





IDEAS TFHAT BELP YOU: SELL: 
General Electric searches every branch of 
retailing to find effective ideas so that we 
can pass on to our alert agents, new, sound, 
proven ways to sell more lamps. 





6.) 


QUALITY: General Electric research, plus 
MAZDA Service, means that Edison 
MAZDA lamps are always first with 
new improvements. 480 inspections, processes, 
and tests in manufacture insure quality. 





oO 


CONSIGNMENT PLAN: Stabilizes prices 
and assures satisfactory profits. No ob- 
solescence to charge off. No investment 
in stock... no price cuts. 














ORGANIZED CAMPAIGNS 
AND CONTESTS. 


-/— oS ee ee Toe oe 











SELLING ADVANTAGES 


THE product that wins sales is the product that scores up the 
most points in selling advantages. 


Chief among the selling advantages behind Edison Mazpa 
lamps are pre-tested selling campaigns. 


7. Organized Campaigns 
and Contests 


General Electric regularly institutes and carries on organized 
campaigns and contests to stimulate the sales of its lamp agents. 
These contests are carried on from year to year because they have 
been phenomenally successful. They put the game spirit in busi- 
They give lamp agents definite marks to shoot at. They 
They attract the attention of 


ness. 
put the sales people on their toes. 
the public. 


In these campaigns, General Electric supplies lamp agents with 
sound, pre-tested selling plans. These plans put the same high- 
powered selling tools that the largest stores in the country use, 
into the hands of every agent who adopts them. General Electric 
backs up these plans by simultaneously increasing its advertising 
to the consumer. 


Do these campaigns increase dealer sales? Of course they do. 


We quote two instances from thousands: 
Carson Electric Shop, Cameron, Mo., 
used activity plans furnished them as 
Edison MAZDA lamp agents and in- 
creased 1932 Fall business 105% over 
preceding year. 


Henke & Pallot, Inc., Houston, Texas, 
jumped 1932 Fall sales of Edison MAZDA 
lamps—October and November—43% 
by using G-E campaign ideas and 
adapting them to their business. 

That shows how ideas plus General 
Electric activities pull traffic—and increase 
sales. Incidentally, it proves why point 7 
is a big selling advantage to every Edison 
Mazpa lamp agent. General Electric 
Company, Nela Park, Cleveland, Ohio. 


900D LIGHT 


LOW COST 





Our October and November 

advertisements tell millions 

to buy lamps where they see 

this banner. Put it up in 
your window. 


General Electric invites you to visit its exhibit in the Electrical Building at the Century of Progress 


EDISON MAZDA LAMPS 


GENERAL @ ELECTRIC 
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Tell the agents you serve to get ready for the 
ALL-AMERICAN CHAMPIONSHIP FIGHT 


» Rad 
ute thi 


Knock out 
Kid Putemoff 


KID Putemoff is the champion of Depression. Delayed 
Buying and Cheap, Inferior products. 


And here is a chance for the lamp agent to sock him on 
the button and put him to sleep. 


The All-American Championship Fight is the fall ac- 
tivity for Edison Mazpa lamp agents. 


It pits them against Kid Putemoff for the “champion- 
ship belt” of the Lamp Merchandising World. 


Tell your agents about it and tell 
them to get in and win. 





You tae sae shes fuses Waste Wister- a 


Let them show what good, Clean, 
hard fighters can do against a palooka 
that never should have been allowed 
in the clean merchandising ring. 





: : Tell them to use these winning 
tf... YOR emt ste a poor P : 

leaep wate turveu punches. It will help you win one of 
Srarh the cash prizes offered to jobbers sales- 
men. 


Right Hook! The greatest fall ad- 
vertising campaign ever put on. 


Left Hooks! Smashing window dis- 
plays of Edison Mazpa lamps will 
make the kid back up. 

















Uppercuts! Stiff jolts with General Electric’s pre- 
tested selling ideas will get the fight going their way. 


The Knockout! Talking lamps to their customers for 
the purpose of selling them enough to fill all empty sockets 
plus one more for a spare. 


This All-American Championship Fight is the most 
spectacular and colorful activity the General Electric 
Company has ever staged. It will give your agents’ fall 
selling a wallop like Carnero’s. Tell them to enter it. 
The purse is the biggest fall business they ever had, and 
that of course means a bigger pay-off for you. General gue 
Electric Company, Nela Park, Cleveland, Ohio. 





General Electric invites you to visit its exhibit in the Electrical Building at the Century of Progress 


EDISON MAZDA LAMPS 


GENERAL @ ELECTRIC : 
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Radio Manufacturers 
Under N.E.M.A. Code 


All radio manufacturers, R.M.A. 
members and also non-member makers 
of radio products, are now under the 
code of fair competition for the elec- 
trical manufacturing industry which 
was approved August 4, by President 
Roosevelt. The electrical code became 
effective for all radio manufacturers 
on August 18 and immediately opera- 
tive following withdrawal by the Ra- 
dio Manufacturers Association of its 
proposed code for the radio industry. 

Immediate, definite and permanent 
wage scales and working hours for em- 
ployees as provided in the electrical 
code are secured for radio manufac- 
turers. Also delay, controversy and 
expense, as well as public hearings over 
wages and working hours and other 
subjects, are all avoided by withdrawal 
of the proposed R.M.A. code. The 
labor provisions, especially, of the elec- 
trical code are believed to be the best 
obtainable and probably better than 
might have been secured had the pro- 
posed R.M.A. code gone to final hear- 
ing before the Government. 

Adoption of the electrical code does 
not affect the R.M.A. as an organiza- 
tion and no R.M.A. member need join 
N.E.M.A, unless he desires. However, 
to provide effective administration of 
the code by N.E.M.A. and for radio 
manufacturers, committees of the two 
associations ha¥e begun negotiations for 
application of the code to radio manu- 
facturers. All administration of the 
code necessarily will be under super- 
vision of N.E.M.A., as stipulated in the 
electrical code. 

Vv 


More Manufacturers Operate 
Under N.E.M.A. Code 


Three additional industries; the man- 
ufacturers of flashlights and dry bat- 
teries, of telephone equipment, and of 
porcelain products except sanitary ware, 


tile and high tension porcelain, have 
withdrawn their individual codes and 
are operating under the code of the Na- 
tional Electrical Manufacturers Asso- 
ciation. 


Vv 


A Code for Traveling Salesmen 
(Continued from page 13) 


gaged in soliciting business. They shall 
also be permitted to collect each month 
against their commissions not less than 
75 per cent of the total amount of com- 
missions due them against orders which 
have been definitely passed by the credit 
department for acceptance and shipment 
by their employer. 

The business of the United States 
would benefit and the stability and as- 
surance of salesmen would be greater if 
sales upon commission were entirely 
forbidden during the recovery period. 
There are, however, many articles of 
general use which have always been 
sold in that manner and which are car- 
ried in conjunction with other similar 
lines, and nothing in this code should 
be interpreted to prevent manufacturers 
who for five years or more have so han- 
dled their product, from continuing to 
do a similar type of business. 

There shall be no charge or deduction 
against salesmen for collection of ac- 
counts nor for the failure of any firm 
to pay the said account if the credit of 
the said firm has been passed upon by 
the said credit department or employer. 
Neither shall there be any deduction up- 
on goods shipped into the salesman’s 
territory by reason of the fact that it 
has been sold through some other 
agency outside of the territory. 

3. Salesmen selling upon a salary and 
bonus arrangement. 

Contracts of this nature shall be based 
upon the average selling expense for the 
past five years. Salesmen so traveling 
should not be asked to work for less 
than the minimum provision of para- 
graph 1, and the bonus arrangement 








Ed Coyle's Gang of Colonials: 


their names. 
that matters. 





This group at the Colonial Electric Co., Phila- 
delphia, scattered so quickly after the picture was snapped that we forgot to record 


Like their boss, they are all good looking and happy and that is all 


should be payable either semi-annually 
or annually as the parties contracting 
may prefer and such bonus as may be 
due at the end of the contract period 
shall be payable whether the salesmen 
continue in the employ of the other con- 
tracting party or enter the employ of a 
third party. 


Nothing in this code shall be inter- 
preted to require payments to manufac- 
turers’ agents or brokers who handle 
more than one line except that they shall 
be given a definite contract which shall 
be based upon a reasonable percentage 
to be agreed upon by both parties and 
shall have the same provisions as to the 
life of the contract as stated in the para- 
graph on Employment Regulations. 
Neither shall anything in this code be 
interpreted as applying to house to 
house canvassers or agents. 


Automobile Expense 


A national investigation conducted by 
this organization about eighteen months 
ago developed the fact that light cars 
cost 4.6c per mile for operation and the 
heavier cars cost 5.8c per mile. We 
therefore submit that in the event that 
a salesman is asked to drive his own 
automobile that he shall be paid the 
rate of 5c per mile for what is known 
as the light car type or not less than 6c 
per mile should he drive the next class 
weight of car. In the event that he is 
compelled to furnish a truck or that 
his line of business requires a larger 
and heavier car than either of those 
contemplated here, it is further suggest- 
ed that his rate of compensation shall be 
based upon a minimum amount which 
shall be hereafter determined by com- 
petent and fair investigation. 


Collective Bargaining 


Inasmuch as this organization repre- 
sents salesmen of every class of product, 
we submit that the adoption of such a 
code as this for the general guidance of 
all classes of salesmen and employers 
would be preferable to any practice 
which would require the salesmen of 
each industry to enter into the code for 
that industry and bargain with the man- 
ufacturer thereof. There.is nothing in 
this code which will prevent it from 
being used as a basis for the bargaining 
of several industries and in the inter- 
ests of fairness and of time which may 
be saved, we urge that this general code 
for salesmen be adopted. 

We submit that in the establishment 
of these practices, there should be 
drawn up contracts under these several 
provisions and that these contracts be 
adopted as standard by the salesmen and 
business men of America and be pub- 
lished and prescribed by the Adminis- 
tration Committee of the National In- 
dustrial Recovery Act. 
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SOMETHING DIFFERENT 
SOMETHING 





... THE LIGHT OF A THOUSAND USES 


The market for this new Safety Night Light is unlimited. It is ideal for 
use in every room in the home*—spreading a soft, mellow glow that will 
not interfere with sleep. 


Hospitals and institutions use them by the dozen. Factories, stores and 
filling stations use them for night lights, in dark passage ways, wash 
rooms, etc. Saves on the cost of electricity . . . prevents thievery and 
accidents. 


It is beautifully finished in green, blue or ivory. Fits any regular wall 
outlet or lamp. No switches or connections are required—just plug it in. 


BURNS 100 HOURS FOR ABOUT 1 CENT 


The Hamilton Beach Safety Night Light will burn all night at little or no 
cost for electricity. It will actually burn 100 hours for about one cent. 
Often, when no other current is being used, it will not turn the meter. 
The bulb is standard 3.8 volt Mazda. Operates on 110-volt A. C. 60-cycles. 


ells itself 


To get repeat orders for yourself, 
have your dealers place one carton of 
HAMILTON BEACH NIGHT 
LIGHTS in the window and another 
carton on the counter, with the light 
actually connected. Retails for $1.00 
under our profit protecting policy. 
Distributed through wholesalers. 





















*Nursery 


SS es Sl Oe 


1S 











HAMILTON BEACH MFG. COMPANY 


“Hallway RACINE, WISCONSIN 
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Meet Joe Kurzon's Hustlers: 
and H. G. Porteck. Those standing are, from left to right: A. Schuster, M. Fen- 
dell, M. Berman, N. H. Rosen, J. P. Meyers, Al Stern, G. Weill, E. J. Connelly, 
Frank Prial, and L. Maryanan. 


Code for Radio 
Distributors and Dealers 
(Continued from page 11) 
set advertised at a price must mean that 
all tubes, accessories, etc., necessary for 

the operation of the set are included. 

(b) Confusion as to model illustrated 
or price applying shall be obviated. 
Each model pictured shall be correctly 
designated and the price so set up as to 
prominence and location as to clearly 
apply to its intended illustration and 
description. 

(c) Misstatements, exaggerations, un- 
reasonable performance claims, super- 
lative statements and other misleading 
expressions shall not be used in any 
advertisements. 

(d) The make and model number of 
all sets advertised or illustrated must 
be correctly indicated. If the set adver- 
tised is not a current model, its year of 
manufacture must be given. ‘The list 
prices noted must be correct. 

(e) Inasmuch as it is the intent of 
the Code that a finance carrying charge 
shall be made on deferred payment 
sales, it is considered unfair competi- 
tion to advertise “no interest charges” 
or any other expression conveying that 
thought. 

(f{) In advertising a sale of used 
sets, floor demonstrators, repossessions, 
trade-ins, obsolete models, etc., they 
shall each be clearly described as such 
and as to make, model number or year, 
quantity on hand and other pertinent 
facts so as to fully protect the purchaser. 

(g) Inasmuch as it is the intent of 
this Code to limit the trade-in allowance 
to 10 per cent of the new sale value, all 
ambiguous statements regarding the 
amount of such allowance must not ap- 
pear in any advertising. 

(h) Advertising chassis installed in 
cabinets other than those supplied by the 


Sitting, S. D. Berstein, Joseph Kurzon, himself, 


original set manufacturer must give 
yearly model of the chassis and state- 
ment that the cabinet is not the one 
used for the original set. The name of 
the chassis manufacturer and the state- 
ment regarding the cabinet must be of 
equal prominence in such an advertise- 
ment. 

(i) Inasmuch as the Code contem- 
plates specific down payments on all 
sales, no mention of such shall be made 
that is not in accord with the minimum 
down payments provided for. 

(j) Window signs and displays, ban- 
ners, circular matter and broadcasting 
shall all be considered public advertis- 
ing in the same sense as newspaper 
space. 

ARTICLE VIII—TUBES, ACCES- 
SORIES and PARTS—Details of this 
article to follow when the merchandis- 
ing policies of the manufacturers of 
these items have been set forth. 


ARTICLE IX—STATISTICS AND 
RECORDS — From time to time the 
Executive Committees of the R.W.A. 
and the N.F.R.A. will supply special 
forms to its members covering statis- 
tical data to be used for the purpose of 
verifying the manner in which the pro- 
visions of the Code are being carried 
out by each member. 

All members shall use a uniform ac- 
counting system as a means to facilitate 
preparation of the statistics and records 
herein provided for. 


Vv 


Portable Lamp Manufacturers 
Affiliate with N.E.M.A. 


About 150 manufacturers of portable 
lamps and shades, at a recent meeting 
held in New York City, voted to affil- 
iate with N.E.M.A. as a separate di- 
vision of that organization. 


What Do Manufacturers Think of 
Consigned Stocks? 
(Continued from page 23) 
supervision or control over prices made 

beyond that first sale. 

2. Another advantage of consigning 
goods is that the manufacturer gets 
what practically amounts to warehoused 
stocks scattered throughout the country 
without having to pay storage charges 
and is in a position to appoint as a dis- 
tributor of his material, a concern 
which might not be able to finance 
itself. For example, one reason why 
manufacturers consign, wire, cable, 
conduit, etc., is because their national 
advertising in trade journals advises 
the trade that complete stocks of their 
products can be found in most any dis 
tributing center. This would not be 
true if every wholesaler had to pur- 
chase these materials outright. Ade- 
quate stocks where and when required 
are considered as of the utmost im- 
portance and this influences manufac- 
turers in favor of consigned stocks. 
Some feel, in addition, that consigned 
stocks can be better controlled from 
the standpoint of obsolescence. 

3. Some manufacturers are favorable 
to consigned selling at this time due to 
credit conditions which now exist quite 
generally. As one manufacturer said, 
“I believe the only advantage is, in 
case the wholesaler gets into financial 
difficulty, the goods he has not sold are 
still the manufacturer’s property and 
can be returned so that the manufac- 
turer receives full value. When goods 
are consigned the manufacturer can 
only take a loss on sales made and not 
on inventory.” 

Some manufacturers admit that they 
themselves do not regard consignment 
selling as the best method of doing busi- 
ness but say that they are forced into 
it because of competition—‘We con- 
sider this (consignment selling) a per- 
nicious practice and do it only to an 
extremely small extent where we have 
been forced to do so to meet competi- 
tion”. Another manufacturer _ said, 
“Frankly, I should say from the manu- 
facturers’ standpoint that there are no 
reasons in favor of consignment, and 
that the only reason the manufacturer 
uses it is because he cannot find dis- 
tribution channels through which his 
product can be sold unless he uses con- 
signment methods.” 

To summarize the situation, it may 
be said that outside of the price control 
feature to the step beyond the whole- 
saler, there are more disadvantages 
than there are advantages in consign- 
ment selling and manufacturers gener- 
ally would prefer to do business on a 
straight selling basis and not on the 
consignment plan. 
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Millions of foot-weary visitors at A Century of 
Progress have gazed, wondering and admiring, 
at the TIME-FORTUNE Building, right in 
the middle of the surging excitement of what 
seems to be another world. They see it as one 
of the finest examples of modern architecture 
—they see its boldness of design—its brilliant 
color—but there’s more to it than appears to 
the eye. 

In the wiring of this inspiring building the 
electrical conductors are enclosed in Steeltubes, 
making it equally as modern in its hidden 


 TEELTUBES 
LEADS AGAIN iw tHe MARCH oF 





IME” 


electrical construction as it is in appearance. 

Steeltubes is the modern threadless rigid con- 
duit. Cold rolled strip steel, formed to a round, 
is electric resistance welded to produce this 
conduit that bends easily, requires no thread- 
ing, saves time in installation, yet affords the 
same degree of mechanical and electrical pro- 
tection as old-style heavier conduit. 

The TIME-FORTUNE Building is emblem- 
atic of a trend in construction which electrical 
wholesalers and contractors will do well to 
note. Detailed literature and prices on request. 
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Association 


Activities 


A forum for the exchange of news 


and views between both local and national 


trade associations. 


Reports of association 


activities and changes in personnel are solici- 
ted from association executives 








Chicago Association 
Holds Successful Outing 


About 200 wholesalers, manufactur- 
ers and manufacturers’ agents of the 
Chicago area attended the golf tourna- 
ment and dinner of the Chicago Elec- 
trical Wholesalers Association held at 
River Forest Country Club on August 
3. 

A. J. McGivern, acting as toastmaster, 
introduced Fred R. Eiseman, president 
of the C.E.W.A., who spoke briefly of 
the aim and progress of the Association. 
He said in part: 

“In the few brief months of its 
existence, our Association has done 
much to bring order out of chaos. Its 
great possibilities lie in the develop- 
ment of a program that goes right to 
the heart of the problems involved in 
wholesaler distribution. 

“We will all, within a short time, be 
operating under our respective industry 
codes. These codes, I feel sure, will 
go far towards clarifying practices and 
abuses that have crept into our busi- 
nesses, and when these codes are pre- 
sented to us a most sincere effort should 
be made to follow them to the letter. 


“In the drafting of the wholesalers’ 
code much time was spent on defining 
a wholesaler and his functions. The 
time has arrived when a manufacturer 
will have to decide on a strictly whole- 
saler policy of distribution or one of 
carrying water on both shoulders. It 
does not strike me that the manufac- 


turer who continues the latter policy 
can long expect the continued support 
of this group of wholesalers. 

“After all, the reason for any united 
effort is one of protection and justice. 
This group of wholesalers is prepared 
to insist upon such a policy and in 
return will assure whole-hearted co- 
opération.” 

Vv 


Local Wholesaler Groups 
Oppose Free Lamp Renewals 


Members of the Chicago Electrical 
Wholesalers Association met with John 
F. Gilchrist, vice-president of the Com- 
monwealth Edison Co., on August 1 
and protested vigorously against the 
merchandising and lamp renewal pol- 
icies of this utility. The Association 
also sent telegrams to Floyd L. Car- 
lisle, chairman of the special code com- 
mittee of the Edison Electric Institute, 
and to General Hugh S. Johnson, Na- 
tional Recovery Administrator, urging 
that free lamp renewals be prohibited 
under the code of the utility industry 
as an unfair trade practice. 

In Boston, where a similar policy is 
in effect, the Northeastern Electrical 
Wholesalers Association has passed the 
following resolution: 

“Whereas, some public utility com- 
panies still maintain a policy of free 
lamp renewals and in some instances 
sell Mazda lamps at prices below that 
obtained for the same class of mer- 
chandise by electrical wholesalers and 


“Whereas, the present form of con- 
tract between lamp manufacturer and 
the electrical wholesaler prevents the 
wholesaler from meeting this form of 
competition and 


“Whereas, the President of the 
United States has requested all indus- 
tries to file codes of fair competition 
with the National Recovery Board 


“Be it therefore resolved, that we, 
the Northeastern Electrical Wholesalers 
Association in regular meeting assem- 
bled do condemn this practice and do 
petition the National Industrial Recov- 
ery Board to prohibit the continuance 
of this unfair trade practice and 


“Be it further resolved, that this pe- 
tition be presented to the National 
Electrical Wholesalers Association at 
their convention in Buffalo, August 14 
to 18, 1933, and that copies of this 
petition be forwarded to all other elec- 
trical wholesalers’ associations.” 


v 


Philadelphia Group Discusses 
Wholesaler Code 


J. W. Alexander, president of the 
Electrical Wholesalers Association of 
Philadelphia, reports that 34 whole- 
salers attended an Association dinner on 
August 24 at which time the Electrical 
Wholesaling Code, as revised at the 
Buffalo Convention, was discussed and 
the purpose and intent of each para- 
graph fully explained. 








At the C.E.W.A. Outing: They ran to fivesomes at the golf tournament of the Chicago Electrical Wholesalers Association 


last month. 


derson, Youngstown Sheet and Tube. 


At the left stand: J. H. Gleason, Graybar Electric Co.; A. E. Tregenza, Jefferson Electric Co., A. S. Brown, Simplex 
Wire and Cable Co.; “Bill” Weiss, Graybar, and J. T. McHenry, Appleton Electric. 
inghouse Electric and Mfg. Co.; S. J. Rosenthal, Hyland Electrical Supply Co.; F. S. Kinsey, Westinghouse Lamp Co.; J. C. Schmidt- 
bauer, Westinghouse Electric Supply Co., and M. C. Taradash, Hyland Electrical Supply Co. 
Wildauer, Arrow-Hart and Hegeman; August Kubec, Kubec Electric Co., C. T. Madsen, Chicago Flexible Shaft, and M. G. Hen- 


In the middle group are: C. A. Dostal, West- 








The four at the left include: “Dick” 
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FITS ALL MAKES OF BOXES- 
TAKES STANDARD MAZDA LAMPS 


JjLighting Unit 


FOR REFRIGERATORS 








HITT] 
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ALL refrigerators bought before this development — and new low-priced boxes 
not equipped— make a large-size market for the Arrow Lighting Unit. Door 
switch automatically lights contents of box when door is open; shuts off when 
door is closed. Adjustable bracket takes care of door jamb strips set at any 


Lights up 
contents 
of box 








when door angle, and allows horizontal adjustment of the light. 
ae Besides being a directly profitable item, an installation of the Lighting Unit 
CEE. on gives your customers a ‘’LEADER”’ for getting into homes to secure additional 
“Suaaeen wiring jobs. Specify No. 6872 for 712 -Watt standard base lamp; No. 6873 






for 15-Watt standard base lamp. » » » » » 


ef wn 


For 15 Wort Long Lome 
Aig icet of wwe leads 





*| To sELL these Units they MUST BE DISPLAYED. Complete Counter 


Display will be included with each order for 10 Units. The Display 
is for use on Contractors’ Store Counters or for demonstration in 
their customers’ homes. » » » » » 


ELECTRIC DIVISION 


THE ARROW-HART & HEGEMAN ELECTRIC CO. HARTFORD, CONN. 
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Wholesaler 


News 





, ara contributions 
of news items for this depart- 
ment, together with snapshots 
of their personnel, are solicited 
from electrical wholesalers and 


specialty distributors 








Better Selling Is Keynote of 
Westinghouse Supply Meeting 

“The tremendous increase in business 
which has followed along in the wake 
of the N. R. A. activity means that 
every salesman has got to buckle down 
to real selling and not just to order- 
taking,” said N. G. Symonds, vice- 
president and general manager of sales, 
in addressing some two hundred West- 
inghouse wholesalers, employes and 
executives at the opening of a three- 
day meeting at the Hotel Pennsylvania, 
August 21. 

“The National Recovery Act,” Mr. 
Symonds said, “has somewhat altered 
old-fashioned methods of selling so that 
we have got to keep on our toes if we 
want to get business under the new 
setup. We are gathered in this three- 
day meeting to discuss where and how 
to sell Westinghouse products, and 
must realize that with the majority of 
the important industries working under 
a code and with the price problem 
relegated to the background as a prob- 
lem of sales, we must view our prospec- 
tive customer from a different angle. 

“It is extremely important to re- 
member, however, that regardless of 
how the N. R. A. activity may affect 
business practices that it will not de- 
stroy human nature in the customer. 
Consequently, every prospective pur- 


chaser will be trying to strike a bar- 
gain as always in the past. This means 
our selling job must be just that much 
better.” 

Westinghouse agent-jobbers and em- 
ployes of Westinghouse Electric Sup- 
ply Co. attended the meeting from all 
sections of the country. 


v 


E. P. Schaefer Now Sole Owner 
of Coast Electric 


Eugene P. Schaefer is now sole pro- 
prietor of the Coast Electric Supply 
Co., 249 Ninth St., San Francisco, hav- 
ing bought out the interest of Harry 
Herning, his partner. Mr. Herning will 
remain with the firm as a salesman, 
Mr. Schaefer announced. The company 
reports substantial improvement in busi- 
ness during past months. 


Vv 
Graybill Adds Motor 
Department 


C. E. Sheffer, who for a number of 
years was associated with the electrical 
department of Geo. F. Motter’s Sons, 
York, Pa., is now connected with Jno. 
E. Graybill and Co. of that city as man- 
ager of the motor and power division, 
now being organized as a new depart- 
ment by this wholesale firm. 








In the Center—Three Prize Winners: Most of the salesmen and executives of the 
ReQua Electrical Supply Co., Rochester, N. Y., are present in the above group 
which includes: Gil Hondorf; Jack De Neve, Victory prize winner; Tom Whalen, 
Victory prize winner; Larry Weis; Bill Barclay, Victory prize winner; Chas. Diegel; 
Howard Minchin, vice-president; Ralph Whitford, sales manager, and Al Holtz. 


Personnel Changes Announced 

by G. E. Supply Corp. 

F. Rose has replaced W. J. Mulhall 
as local manager of appliance sales at 
the Newark branch of the General Elec- 
tric Supply Corp. 

At the Youngstown house, C. J. 
Woodward, Jr., succeeds C. H. McClel- 
land, and at Evansville, L. M. Williams 
replaces P. L. Hughes as local oper- 
ating manager. 

J. F. Crutchfield has been made local 
manager of appliance sales at Richmond. 


v 
Hamburg Bros. Win Silver Cup 


An unexpected event at the conven- 
tion of Majestic distributors, held in 
Chicago from August 14-16, was the 
award of a silver loving cup and four 
silver plaques to five distributors in 
recognition of their outstanding achieve- 
ment on refrigeration during 1933. 

The awards were made by John F. 
Ditzell, general sales manager, who re- 
ferred to the company’s appreciation 
for the efforts exerted by the five or- 
ganizations so honored. 

The loving cup went to Hamburg 
Brothers, Majestic distributors in Pitts- 
burgh, Pa., while the four plaques were 
presented to Capital Electric Co., At- 
lanta, Ga.; Majestic New York, Inc., 
of New York City; Radio Equipment 
Co., South Bend, Ind., and Stern and 
Co., of Hartford, Conn. 


v 


Latham Adds Oil Burners 

E. B. Latham and Co., New York 
City, have taken on the exclusive dis- 
tribution of Garwood oil burners in 
the metropolitan territory, according to 
an announcement by J. L. Owen, gen- 
eral manager. 

New York sales will be in charge of 
Frank A. Joerger and New. Jersey sales 
will be handled by Joseph T. Smith. 


v 


New Warehouse for Eoff Electric 

Eoff Electric, Inc., Salem, Ore., ha: 
recently completed and moved into its 
new warehouse which provides a floo: 
space of 20,000 square feet. 
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COLT-NOARK 


All set 
to go! 





Wie a new N. E. W. A. Code and renewed enthusi- 


asm, electrical wholesalers are on their toes in the 
race toward that goal of greater business prosperity. 


The success of each wholesaler depends upon individual 
effort and unquestionable business ethics. 


In the selection of a line of safety and meter service 
switches, the wholesaler can well afford to concentrate 
upon that line that most completely meets existing needs. 
And, COLT-NOARK hasn't missed any marks in aiming to 
produce an all-embracing line of thorough quality and fair, 
profit-earning price. 


COLT’S PATENT FIRE ARMS MFG. CO. 


Pioneers of Protection Since 1836 


ELECTRICAL DIVISION 4 HARTFORD, CONN. 


Boston Chicago New York Philadelphia 
Pacific Coast Representative: H. B. SQUIRES CO. — SAN FRANCISCO, LOS ANGELES, SEATTLE 
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Personals 





CLypE Grus, of the Omaha branch 
of the Graybar Electric Co., has been 
assigned to the Denver territory to suc- 
ceed Paul Black, who has been trans- 
ferred to the Kansas City branch. 


Emit Bernpt has joined the service 
department of the Hendrie and Bolt- 
hoff Mfg. and Supply Co. of Denver. 


A. B. McDERMON is a newssalesman 
with the Economy Electric Supply Co., 
Atlanta, Ga. 

NorMAN HayEs is now selling for the 
Stubbs Electric Co., Portland, Ore. 


E. M. Fay, located’ at Miami, is a 
new salesman with the Trojan Elec- 
trical Supply Co., West Palm Beach, 
Fla. 

J. WuHaLen and H. Manahan have 
been added to the sales staff of the 
Brown Wholesale Electric Co., Los 
Angeles, Calif. 

Ep. MAHAN, formerly with the Gray- 
bar Electric Co., is handling city sales 
for the Mayer Electric Supply Co., Bir- 
mingham, Ala. 

Anpby MoncGaret has been employed 
as an inside man by the McDonald 
Electric Co., of Miami, Fla. 

Frep Nav is a new general supply 
salesman with the Tristate Electrical 
Supply Co., Hagerstown, Md. Lloyd 
Quynn has been added to this company’s 
sales promotional division. In the aud- 
iting department, Walter Schnegly will 
handle collections and Harold Wingert 
is a new man with the radio service 
department. 

WaLTeR IAN BaruyTeE has joined 
Eoff Electric, Inc., Salem, Ore., as a 
counter man. 


v 
Lines Added by Wholesalers 


Eorr Evectric, INnc., Salem, Ore.— 
Edison Mazda lamps (B agency), 
Arvin heaters, U.M.S. auto radios. 

Meyer Evectric Co., Birmingham, 
Ala.—Trico “Opto-Matic”’ oilers. 

TroyAN Exectric Suppiy Co., West 
Palm Beach, Fla.—Metropolitan Elec- 
tric Mfg. Co., All Steel Equipment Co. 

BrowN WHOLESALE ELectric Co., 
Los Angeles, Calif—Chase Lighting 
fixtures, LaClede conduit. 

B. anp O. Rapio Co., Newark, N. J. 
—Norge refrigerators. 

MosER AND Suor, INc., Kansas City, 
Mo.—ABC washing machines 

OLLENDORFF AND Hirscu, INc., Rich- 
mond, Va.—Gibson refrigerators. 
Rumsey E vectric Co., Philadelphia 


—Stewart-Warner radio, Westinghouse 
Mazda lamps. 

LEWIS AND CARNELL Co., Philadel- 
phia—“Toridheet” oil burners, Crosley 
radio and refrigerators. 


v 


Nelson Electric Supply 
Moves to Larger Quarters 
The Nelson Electric Supply Co., Dal- 
las, Tex., has recently moved from 3601 


Main St., to new and larger quarters 
at 2201 N. Lamar St. 


v 


Stubbs Electric at New Address 


The Stubbs Electric Co., Portland, 
Ore., has moved from the corner of 
Park and Couch Sts., to 33 N. W. 
Park Ave. 

Vv 


New House at Knoxville 
A. D. Stokes, for the past 15 years 
with the Graybar Electric Co., has es- 
tablished a wholesale electrical supply 
business under the name of the Stokes 
Electric Co. The new firm is located 
at 315 N. Broadway, Knoxville, Tenn. 


v 


New Majestic Radios 


Shown to Distributors 

On August 14, 15 and 16 Majestic 
staged a presentation of its new radio 
merchandise to its distributors at a 
convention held at the Edgewater Beach 
Hotel, Chicago, and every territory was 
well represented, many distributors 
bringing their salesmen. 

Much emphasis was laid upon style, 
each of the 17 models presented having 
“individuality” in appearance. Particu- 
lar attention, however, was given to the 
sensational performance of the new sets 
which at once obsoletes many millions 
of radios now in use. 


v 


Westinghouse Campaigns 
in Middle West 


John H. Boos, Jr., Westinghouse 
Electric Supply Co., St. Louis, Mo., has 
been appointed division contest mana- 
ger in the company’s Midwest Divi- 
sion, for the Master Builders’ Sales 
Contest on refrigeration. He is being 
assisted by E. A. McDermott and R. 
R. Farry, contest managers for Mem- 
phis and Wichita, respectively. 

This contest runs from July 24 to 
September 16. All salesmen handling 
domestic, apartment and commercial 
units are eligible, and prizes will be 
awarded according to the total points 
secured. 

Another activity, which started July 
1 and ends September 3, is the Century 
of Progress Air Race, covering Ilgair 
ventilation products. 








In a Contractor's Back Yard: Down in 
Atlanta an electrical contractor, named 
C. A. Puckett, turned his back yard into 
a corn field. Mr. Puckett (right) is tell- 


ing Ernest Lloyd of the J. I. Paulding 
Co. and Henry W. Clower, Triangle Con- 
duit and Cable Co., that he resorted to 
farming in order to keep his manufac- 
turer and wholesaler friends from join- 
ing the breadline. But there is no danger 
now, as his wholesaler, the Economy 
Electric Supply Co., reports that things 
are looking up. 





Sales of Electrical Wholesalers 
Running Well Ahead of 1932 


Several of the Federal Reserve Banks 
report monthly on the sales of electri- 
cal wholesalers in their respective dis- 
tricts. The following statistics have 
been released covering the month of 
July: 

July, 1933, 


Federal Reserve Compared With 


District June, 1933 July, 1932 
eee —21.5 +27.1 
Philadelphia ... — 7.7 +66.7 
San Francisco... -+ 1.9 +35.9 
St. Rees . 3.4%. —15. +34. 





Obituary 


Robert O. Carnahan 


Robert O. Carnahan, 61, died Au- 
gust 1 in West Brighton, after a three 


months’ illness. 
For the last 30 years, Mr. Carnahan 
has been vice-president of Carnahan 


and Dalzell, Inc., 31 John St., New 
York City. Before that, he was gen- 
eral superintendent of the Richmond 
Light and Railway Co. 


Born in Illinois, Mr. Carnahan had 
lived on Staten Island for about 40 
years. 


v 


Joseph D. Unger 
20) 


Joseph D. Unger, for more than 2 
years in charge of the syndicate and 
department store sales for the Co-op 
Electric Supply Co. of Chicago, passed 
away at his home on August 1. He 
had been ill for about a month, follow- 
ing a heart attack. Mr. Unger was 45 
years old. 
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and Enterite provide the 
means of modernizing your 
house service connections, 
with economy in labor and 
materials. The improved 
appearance is a plus value 
... Specify and use these 
General Cable products. 








GENERAL CABLE CORPORATION 


420 LEXINGTON AVENUE, NEW YORK CITY 


° OFFICES IN PRINCIPAL CITIES 
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Acctivities 


Manufacturers’ 


iii, news of changes 
in policy, personnel and location. 
Illustrations of new and improved 
electrical products and announce- 
ments of latest trade literature 








Palmer Elected President 
of General Cable Corp. 


At a meeting of the board of direc- 
tors, held Wednesday, August 3, Dwight 
R. G. Palmer was elected president of 
General Cable Corp., succeeding H. T. 
Dyett, whose resignation was accepted 
with great regret. Dr. Frank M. Pot- 
ter was elected vice-president at the 
same meeting. 

Vv 


Mitchell Succeeds Taylor As 
Leonard's Advertising Manager 

Appointment of Sam C. Mitchell, 
formerly Minneapolis district sales 
manager for Kelvinator Corp., as ad- 
vertising manager of the Leonard Re- 
frigerator Co., has been announced by 
R. I. Petrie, Leonard’s general sales 
manager. He succeeds A. M. Taylor, 


resigned. 
v 


New York Offices of 
General Electric Moved 
The General Electric Co. and four 
of its associated companies have an- 
nounced the removal of their offices in 
New York City to the new General 
Electric Building, 570 Lexington Ave., 
at 51st St. Included are the executive 
offices, New York district office, air 
conditioning department, electric re- 


frigeration department, Atlantic divisioh 
of the incandescent lamp department, 
merchandise department, and _ plastics 
department. New York City headquar- 
ters were formerly at 120 Broadway. 


v 


Field Representatives Appointed 
by Forsberg Mfg. Co. 


The Forsberg Manufacturing Co., 
Bridgeport, Conn., has appointed the 
following representatives: H. W. 
Bliven, New York City; W. M. Landis, 
Philadelphia; F. A. Bennett, Detroit; 
E. A. Quarfot, Milwaukee, A. E. 
Simon & Co., Chicago; K. A. Macomber 
of the Electrical Sales Co., Denver, and 
Rk. E. Busch, St. Louis. 


v 


C. G. Howard to Direct Sales 

of Fansteel Battery Chargers 

The Fansteel Products Co., Inc., 
North Chicago, IIl., has announced the 
appointment of Carl G. Howard as 
sales manager of its battery charger 
division. This appointment, according 
to the announcement, was made neces- 
sary by the increasing sales of the new 
home garage model Fansteel-Balkite 
automotive battery charger. District 
sales representatives are now being ap- 
pointed. 








Smiles from Youngstown: With a couple of dapper manufacturer’s “high voltage 
pole line men” present, this group at Graybar’s Youngstown branch finished up the 


day with cheerful smiles. 


From the left they are: 


C. L. Clark, Pittsburgh district 


sales manager, the Chance Co.; A. L. Hancox; F. P. Hoeffler; Leonard P. Schaefer, 
sales engineer, Hubbard and Co., Pittsburgh; Eleanor Crane, and C. A. Strousse, 


branch manager. 


Wiremold's Traveling School 
Makes Transcontinental Tour 


George Gray, Wiremold representa- 
tive on the Pacific Coast, had a theory 
that the average contractor needed 
ocular demonstration of ways to make 
money on each installation job. So he 
invented and built the Wiremold 
“School-on-a-Truck” which has_ been 
traveling up and down among the trade 
on the Pacific Coast. 

A few weeks ago Mr. Gray and 
George, Junior, his son and partner, 
pointed the nose of their school north- 
ward, followed into and through Ore- 
gon, Washington, Idaho and then 
launched boldly across the western 
plains, following in reverse direction 
the historical Freemont Trail through 
Utah, Colorado, Nebraska and thence 
on to Chicago—from whence they 
skirted the Great Lakes and followed 
the “water level” route to Connecticut 
and Wiremold headquarters at Hart- 
ford. After attending a conference of 
the company’s eastern representatives, 
they started on their return trip to 
California via the Southern route. 

Mr. Gray has so successfully estab- 
lished the value of the traveling school 
idea, that the Wiremold Co. is now 
operating a second school on wheels 
which will soon start on a demonstra- 
tion trip through the south. 


Vv 


New Lightolier Quarters 


Include Model Display Rooms 


The Lightolier Co., after spending 
more than 20 of its 30 years’ existence 
at 569-575 Broadway, New York City, 
will move to new and more convenient- 
ly located offices and display rooms 
early in September. The new quarters 
are at 11 E. 36th St. and extend 
through to 37th St. Lightolier will oc- 
cupy three floors of this building after 
the extensive alterations necessary are 
completed. Logical divisions of all fix- 
tures will be made; not only as to type, 
but also as to pattern and period, each 
period being displayed in its own proper 
setting. Famous architects and decora- 
tors have assisted in the choice of fur- 
nishings and interior arrangements. 


N 
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Tie in with “better-light, better- 
sight campaign NOW! 


Tell your contractor customers to get 
busy before the rush begins. They will 
appreciate a little aggressive coaching by 
you along this line—and you and they 
will get more business! 


Show them how easy it is to sell 
modernization jobs with 


REMOLD 


HARTFORD, CONN. 











The eight portable lamp guards pictured here 
present only a portion of the extensive McGill 
portable guard line. 


McGill Portables designed to meet every imaginable 
need, bring directed and protected light to every 
job and every worker. 

McGill Portables perform a multiple duty; they guard light bulbs 
against breakage, and guard workers from the danger of serious 
injury. They protect workers from strain due to improper lighting 
conditions, and protect your invested dollars against unnecessary 
losses... Write for our interesting catalog describing the entire 
McGill line of portable lamp guards. 


| PEC GILL | 
MANUFACTURING CO. 


Electrical Specialties of Quality 


VALPARAISO - INDIANA 


Box No, 636 

























Short Days Soon! 





Outlet Box Manufacturers 
Licensed by Roach-Appleton 


A. F. Erickson, vice-president of the 
Roach-Appleton Mfg. Co., South Bend, 
Ind., announces that this company has 
just completed patent licensing agree- 
ments with a group of leading manu 
facturers of electrical wiring materials. 
Some 30 patents and applications are 
included in the agreement, covering a 
wide variety of switch boxes, outlet 
boxes and accessories, embodying con- 
venient and labor-saving features es 
specially adapted to modern wiring in- 
stallations. 

The agreement provides for the 
maintenance of standards of quality and 
workmanship and for the maintenance 
of uniform marketing conditions as to 
the licensor and all licensees. It also 
provides a fund for the prosecution of 
infringements and the enforcement of 
provisions relating to marketing condi- 
tions. 

To: assist in administering the agree- 
ment, the company has appointed Ray- 
mond Mooney as technical adviser. His 
duties will include the coordination of 
the efforts of all interested parties in 
making the agreement most effective 
and beneficial. Mr. Mooney has been 
active in the electrical manufacturing 
industry since 1916 and was for a num- 
ber of years connected with a manu- 
facturer of electrical wiring material. 


v 


Charles Newman Now Located 
in New York City 


Charles Newman, formerly vice-pres- 
ident of the Roach-Appleton Mfg. Co., 
South Bend, Ind., is now in business 
in New York City as head of the Ad- 
vance Electric Co., manufacturers and 
distributors of switch bases and related 
items. 








Serious Business: Jack Schwartz, Efengee 
Electric Supply Co., Chicago, and S. A. 
Nelson, Wadsworth Electric Mfg. Co., 
are doing some serious calculating on 
how fast freight travels. 
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Samples Intrigue Buyer: R. A. Tel- 
lisch, city sales manager of the Revere 
Electric Co., Chicago, is studying a 
comparison put up to him by the fel- 
low with the happy grin who is James 
E. Whitfield of the Chicago office of 
Steel & Tubes, Inc. 





Roach Joins Appleton Electric 


Walter O. Roach, formerly president 


of the Roach-Appleton Manufacturing | 


Co., South Bend, Ind., is now connected 
with the Appleton Electric Co., 1701-29 
Wellington Ave., Chicago, IIl., in the 
capacity of assistant to the president 
and in charge of sales. 


v 


H. Groatzinger and G. F. Grant | 


to Represent Fullman Mfg. Co. 


H. Groatzinger has been appointed 
by The Fullman Manufacturing Co., 


Latrobe, Pa., to represent them in the | 
Pittsburgh territory, West Virginia | 


and Western Pennsylvania. G. F. Grant, 
71 Murray Street, New York City, has 
been appointed to cover the state of 
New York outside of the metropolitan 
district. 


v 


Andersen and McMillan 


Now with Harvey Hubbell 


Harvey Hubbel, Inc., Bridgeport, 
Conn., has announced the appointment 
of two new Pacific Coast representa- 
tives. A change in policy has also been 
announced, in which distribution will 
be confined in a more selective man- 
ner to fewer wholesalers. 

Grover A. Andersen, for many years 
manager of The Electric Corp., at its 
San Francisco office, has been named 
district representative for northern 
California, Nevada and Utah, and has 
been established in the Pacific Coast 
office and warehouse at 542 Natoma 
St., San Francisco. 


A. M. McMillan, formerly with Gray- | 


bar in the Northwest, and for over a 
year in Los Angeles, has been made 
representative for southern California 


and Arizona. Mr. McMillan operates | 


from his home at 240 So. Doheney Dr., 
Beverly Hills. 

Frank Strohecker, 2207 First Ave. 
So., Seattle, will continue to represent 
the company for the states of Oregon 
and Washington. 





. « « these advantages 


HELP TO SELL 


“continuous process’ conduit 

































ie a real sales point! Fretz-Moon Con- 
duit owes much of its cleanliness, its duc- 
tility, its easy-working qualities and its long life 
to careful selection of raw materials and skilled 
| workmanship—but more so to the “continuous 
process” by which it is made—a process con- 
trolled and used exclusively by the Fretz-Moon 
| Tube Co. e The flat ribbon of steel from which 
| Fretz-Moon Conduit is made is carried through 
a continuous furnace at a closely controlled rate 
of speed. Every inch of metal as it leaves the 
furnace is at exactly the same temperature as 
every other inch. Thus, no areas have an op- 
portunity to become overheated or “burnt” and 
cause hard spots to make trouble in bending, 
cutting or threading on the job. e Many con- 
tractors who have used Fretz-Moon Conduit 
have commented on its cleanliness. This is 
another result of the “continuous process:’ The 
hot metal never touches the furnace floor, but 
is carried on special supports above the dirt 
that must collect in any furnace. e If you would 
like a handy sample, write for it. 











Steel and Tubes, Inc. » « Cleveland, Ohio 


Exclusive Sales Agents 
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New Sales 
Opportunities 


A\ pictorial presentation of 


new and improved products, as re- 


ported by manufacturers of electrical 


supplies, equipment, appliances and 
specialties 














Power and Feeder Panels 


Limited to installations where circuits 
do not exceed 100 amps., 250 volts, and 
obtainable for either flush or surface 
mounting, these panels are mounted in 
cabinets 6” deep by 19” wide. Thirty 
and 60 amp. circuits are available in 
either single or twin units, 100 amp. 
in single units only. With this line 
combination panels of power and light- 
ing units can be built up and, if no 
100 amp. circuits are required, a stand- 
ard lighting panel box, 414” deep, may 
be used. These “Saflex, Jr.” panels 
are completely dead-front, convertible, 
and individual circuits can be locked in 
“on” or “off” position. Unit doors are 
easily opened and closed by cam-action 
handles, in spite of the high pressure 
contacts employed. Square D Co., De- 
troit, Mich. — Electrical Wholesaling, 
September, 1933. 


Fractional H.P. Gear-Motors 


This new line of gear-motors combines 
the desirable features of light weight, 
efficient high-speed motor drive with a 





simple compact reduction gear to give 
almost any desired speed at the output 
shaft. Connections to driven machines 
may be made directly or through the use 


of gears, belts or chains. Full access 
to the gear mechanism is possible by re- 
moval of the cover plate. These motors 
are available in two types, both in ratings 
from 1/6 to 34 hp. inclusive; the con- 
centric shaft type, with speeds from 500 
to 98 r.p.m. and the right angle shaft 
type, with speeds from 200 down to 11 
r.p.m. Planetary type gearing with con- 
centric shafts is used in the smaller ra- 
tios and worm gears singly or in com- 
bination with the planetary type in the 
higher ratios. Textolite pinions, helical 
gears, and quiet running worm gears, 
which operate in oil in housings keep 
noise to a low value. General Electric 
Co., Schenectady, . Y—Electrical 
Wholesaling, September, 1933. 


Freezer Attachment 


The newest attachment for the ‘“Sun- 
beam Mixmaster,” is an efficient, compact 
ice cream freezer power unit, which at- 
taches to any make of ice cream freezer 
and utilizes the “Mixmaster” motor to do 
the crank-turning which up to now has 
made this task of making ice cream at 





home so burdensome and uninviting. The 
unit fastens on quickly and easily and once 
attached need never be taken off the freez- 
er. It does a quick, smooth job and gives 
a professional texture to mousses, par- 
faits and frozen desserts of all kinds. List 
price $3.00. Chicago Flexible Shaft Co., 
Roosevelt Road and Central Ave., Chicago, 
Ill._—Electrical Wholesaling, September, 
1933. 


Shield for Radio Tubes 


This new development in radio tube 
shielding consists of form-fitting metal 
jackets and grounding clip and is easily 
applied to any type of tube. Two styles 
are available, for straight-side and 
dome-type bulbs. These shields may 
be used to replace spray-shield tubes, 








where old tube shield can has been lost 
or damaged, or where present shielding 
is inadequate. They are further sug- 
gested for trial in noisy receivers and 
where non-vibrating shielding is desired. 
National Union Radio Corp., 400 Madi- 
son Ave., New York City.—Electrical 
Wholesaling, September, 1933. 


Photo-electric Relay 


This complete unit, designated as the 
FSE photo-electric relay, incorporates a 
Visitron F2 cell, a sensitive relay and an 
auxiliary electro-magnetic relay housed in 
a small, compact cast aluminum case 6%4”x 
5 5/16”x4”. The cell can be mounted be- 
hind a glass window in the front of the 
case or externally at any point within hun- 
dreds of feet of the sensitive relay. The 
unit can be completely weatherproofed. 
Because the photo-electric cell requires no 
external voltage and no amplification, this 
unit can be used in locations not served 





by electric power lines, and since there 
are no tubes to necessitate replacements 
it will operate for long periods without 
attention. It is consequently of great im- 
portance in controlling lighthouse beacons, 
night lights on boats at anchor, obstruc- 
tion lights, airway beacons, highway traffic 
warning lights, electric signs, suburban 
station lights, railway signal lights and 
street lighting systems. G-M Laboratories, 
Inc., 1735 Belmont Ave., Chicago, Ill— 
Electrical Wholesaling, September, 1933. 
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Motor Driven Air Heater 


Entirely different in design, operation 
and appearance, the “Heetflo” portable 
air heater delivers heat in all directions. 
Equipped with 1,000 watt Chromalox 
unit, it circulates air downward to the 
floor, keeps the floor zone temperature 
higher and sends out heat in an even 
spread instead of one hot blast concen- 





trated in a single spot. Silent in oper- 
ation, it is free from radio interference. 
Built to fit under any low-built furni- 
ture, it can readily be placed out of 
sight. Bearings are oilless and case is 
finished in Artstyle bronze. Rating is 
1,025 watts at 115 volts. Dimensions 
5%” high and 9” diameter. List price 
$9.50. Edwin L. Wiegand Co., 7595 
Thomas Boulevard, Pittsburgh, Pa.— 
Electrical Wholesaling, September, 1933. 


Household Extension Cord 


A new handy portable extension cord 
that may be coupled with other lamps or 
tools to increase the length of the cord. 
The new unit includes a 20 ft. flexible SJ 
all-rubber portable cord, unbreakable soft 
rubber plug, and rubber connector into 





which any standard plug may be inserted. 
The entire unit, cord, connector, and plug 
are all given a new high gloss lacquer 
finish to make an attractive merchandis- 
ing unit, which is packed in individual 
orange and black display cartons. Belden 
Mfg. Co., 4689 West Van Buren St., Chi- 
cago, Ill_—Electrical Wholesaling, Septem- 
ber, 1933. 


Metal Duct System 


Once installed, this “Square-Duct” 
system is permanent, yet necessary al- 


‘ 


‘rations and additions to the wiring 


may be easily and inexpensively made. 
The standard length ducts are provided 
with full length hinged covers and fit- 
tings to meet all conditions of installa- 
tion. Closely spaced knockouts permit 
conduit or armored cable connections 
at any point of the system. Two sizes 
are available, 21%4” by 2%” and 4” by 
4”; both sizes may be combined in a 
single system. According to the manu- 
facturer, the original installation ex- 
pense of this duct system is, in many 
cases, 40 per cent less than other meth- 
ods of wire suspension. Square D Co., 
Detroit, Mich. — Electrical Wholesaling, 
September, 1933. 


Reclosing Device 


Type SM is an inexpensive, direct-act- 
ing reclosing device for use with oil cir- 
cuit breakers. It will reclose a breaker 
one, two or three consecutive times, with 
equal time intervals 
between _reclosures, 
when the breaker is 
tripped by overload. 
If the overload disap- 
pears after any reclo- 
sure the attachment 
will return to its nor- 
mal position and the 
breaker will remain 
closed. If the over- 
load still exists after 
the last reclosure, the 
breaker will remain 
locked open and it will 
be necessary to close 
it manually before any 
further automatic 
operation takes place. 
The attachment is a 
mercury -tube device 
in which timing is ob- 
tained by running 
mercury through an 
orifice into a reclosing 
contact chamber. A 
new tube can be read- 
ily substituted if a 
different number of 
reclosures or some 
other time interval is 
desired. General 
Electric Co., Schenec- 
tady, N. Y.—Electrical Wholesaling, Sep- 
tember, 1933. 





Type "R.B." Tumbler Switch 


This new style tumbler switch with 
“Rn 


receding blade mechanism is 
rated 30 amp., 250 
volt; 5 amp., 600 
volt; 2 hp., 250- 
600 volt, and is 
available in 2 and 
4 pole, also 3-way. 
The type “R.B.” 
roller contact pro- 
vides greater rup- 
turing capacity and 
* longer life. Other 
features include: 
quick make and 
quick break; sur- 
face or flush mounting; adaptable for 
use with float switches; 2-pole unit 
fits in standard wall box;  self-lubri- 
cating roller; operable with broken 
spring, increased wiring space and 
Bakelite base. These switches are with- 
out overload protection and are adapt- 
able for both motor and lighting con- 
trol. The Trumbull Electric Mfg. Co., 
Plainville, Conn. — Electrical Wholesal- 
ing, September, 1933. 





"Culinaire" Food Preparer 


Strikingly different, the “Culinaire” 
combines common sense design, excep- 
tional durability and maximum eye-ap- 





peal, It beats, juices, whips, shreds, 
mixes and chops. In no way should it 
be confused with the ordinary motor- 
ized egg beater. With motor and driv- 
ing mechanism in the base, there is no 
oil or grease above the mixing bowl. 
The low center of gravity eliminates 
danger of tipping. No reduction gear 
or other special parts are required to 
operate the attachments, as they all slip 
over the same vertical power shaft. 
Consumes about 135 watts. Capacity 
of bowl 3% qts. Dimensions 10” high, 
10” wide and 11%” deep. List price, com- 
plete with bowl, juicer and beaters, $24.50. 
Shredder plates, hopper and feeder $5.50 
extra. P. A. Geier Co., 540 East 105th 
St., Cleveland, Ohio.—Electrical Whole- 
saling, Septernber, 1933. 


Electric Razor Blade Sharpener 


Mounted on a die cast, black lac- 
quered metal base, this new model is 
identical with the higher priced model 
excepting that the current is not auto- 
matically cut off when the blade is 
sharpened. The chrome plated cover 
fits half way over the rolls and, when 
closed, brings rolls into position and 
makes electrical contact. The sharpen- 
er is equipped with a six ft. black and 
gray cord with half textolite attach- 





ment plug. Can be used on 50 to 60 
cycle, 105 to 125 volt a.c. circuits only. 
List price $4.95. General Electric Co., 
Merchandise Department, Bridgeport, 
Conn.—Electrical Wholesaling, Septem- 
ber, 1933. 
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Lightning Profit Flasher 


A new item on the market, this “Light- 
ning Profit Flasher,” is a simple and accur- 
ate device for showing the percentage of 
profit between any cost and any selling 
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price, when the cost is either per unit or 
per dozen. For example, suppose the deal- 
er wants a certain percentage of profit, 
say 38 per cent. He simply turns the Profit 
Flasher to 38 per cent and it shows the 
exact amount he can pay for any selling 
price, also the exact amount he must get 
for any cost price. Fits both -retail and 
wholesale business. It is pocket size. List 
price 50 cents each or $4.00 per dozen. 
Liberal quantity discounts for use as an 
advertising medium. Murray C. French, 
1316 East Eleventh Ave., Denver, Colo.— 
Electrical Wholesaling, September, 1933. 


Sliding Contact Rheostats 


These precision instruments are designed 
for the accurate control of currents up 
to 25 amps. They are arranged for po- 
tentiometer connection and may be ob- 
tained with non-inductive or tapered re- 
sistance windings. Three sizes 8”—16” 
and 20” lengths cover a very wide range 





of resistance values. A feature of their 
design is a single point, silver contact. 
Rheostats equipped with micrometer drive 
are provided with a clutch which readily 
permits single hand adjustment of the 
slider. An escapement at the ends of the 
drive shaft prevents straining the assembly 
when the slider reaches the end of travel. 
Ward Leonard Electric Co., Mount Ver- 
non, N. Y.—Electrical Wholesaling, Sep- 
tember, 1933. 


Modernistic Hot Plate 


Of new and modernistic design, this 
hot plate is finished in dull black enam- 








el which contrasts pleasingly with the 
lustrous chrome of the supports and 
fittings. An air-cooled spacer between 








frame and switches assures long life 
for the switches. The porcelain termi- 
nal block to which lead wires and heater 
cord are connected is located below the 
stove frame. Fire clay heating units 
rest on an asbestos sheet and _ steel 
plate. Entire bottom of burner is en- 
closed by a baffle plate to protect the 
table top. Stove frame and apron are 
of heavy gauge metal. The standard 
model provides four heats and has a 
maximum capacity of 1600 watts. The 
plate may be ordered in 1100 watts at 
no extra cost. List price $5.00. ‘The 
Fitzgerald Mfg. Co., Torrington, Conn. 
en Wholesaling, September, 


Safety Night Light 


Packed in attractive display cartons, 
this new night light is ideal for homes, 
hospitals, factories 
and stores, also for 
the wash rooms of 
filling stations. This 
light can only be 
used on a.c. circuits. 
It consists of a 
transformer enclosed 
in a beautiful Plask- 
on shell. The trans- 
former steps down 
the 110 volt current 
to the proper volt- 





age for a _ standard 
3.8 volt flashlight 
bulb. When only this fight is con- 


nected, ordinary meters will not turn 
and current is actually free, according 
to the manufacturer. When other de- 
vices are connected it consumes about 
1% watts and will thus burn for about 
100 hours for one cent. Counter dis- 
play carton of six units contains two 


ivory, two blue and two green. List 
price $1.00 each. Hamilton Beach 
Manufacturing Co., Racine. Wis. — 


Electrical Wholesaling, September, 1933. 


Outdoor Meter Box 


Die cast from virgin aluminum, this 
new outdoor meter box is only 1534” 
high, 8” wide and 8” deep. Service 
wires enter box at top, and load wires 
are brought out through either bottom 
or back. Both meter and test block 
are set out from back of box, allowing 
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wires to be run underneath and provid- 
ing ample wiring space. The new test 
block is 244” by 53%” and employs the 
“two-in, two-out” sequence. Line con- 
nections are brought to meter through 












































left hand legs and the load through 
right hand legs. Jumpers are used in 


testing. Test links and test clips ar: 
included. Glass seal may be used if 
desired. Listed as standard by the 


Underwriters’ Laboratories. Square [D 
Co., Detroit, Mich.—Electrical Whole 
saling, September, 1933. 


Razor Blade Sharpener 


The “Olympic” electric sharpener 
grinds blades with compound and strops 
without compound. To operate, drop 
razor blade on pins and press button 











from five to ten seconds. This sharpener 
laps the blade. There is no leather to 
swell, shrink or cut. Magnetic action 
holds blades at correct angle and tension. 
Lapping tables make 60 strokes per scc- 
ond. Handy well for lapping compound 
is provided. Puts a razor edge on the 
blade, removing all “saw-tooth” particles. 
Manufacturer claims that blades will last 
about 40 times as long. Displays, etc., 
available for dealers. List price, $1.50. 
Humason Manufacturing Co., Forestville, 
Conn.—Electrical Wholesaling, September, 
1933. 


High Torque Capacitor Motors 


These news motors provide the perfor- 
mance characteristics of a repulsion induc- 
tion motor, plus added quietness and less 
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complicated construction. Because of these 
features, they are particularly desirable 
for household refrigeration use, on cer- 
tain types of oil burners, pumps, etc. They 
provide very high overload capacity—in 
excess of 100 per cent. Because of this 
and because of their cool-running design, 
they are especially desirable in the oper- 
ation of compression equipment. Patented 
resilient spring and rubber base mount- 
ings absorb vibratory noises. Unusually 
large oil reservoirs, with wool-packed 
bearing assembly, give the extra-long 
operative life, and freedom from frequent 
re-lubrication. Available in sizes of 1% to 
1/3 h.p. with resilient mountings; % to 
1/3 h.p. with rigid mountings. The Emer- 
son Electric Mfg. Co., 2018 Washington 
Ave., St. Louis, Mo.—Electrical Whole- 
saling, September, 1933. 
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September, 1933 


ELECTRICAL WHOLESALING 





Pittsburgh Adopts Code 
for Lighting Industry 
Members of the Electric League of 
Pittsburgh have adopted the following 
code aimed to establish adequate and 
proper trade relations within the elec- 
trical lighting industry: 


Wholesale Sales 
Sales at wholesale prices or solicita- 
tion by wholesale outlets (electrical 
manufacturers and wholesalers) should 





be made to (a) electrical contractors 
and fixture dealers, (b) business con- | 
cerns which have electrical departments 
in charge of a qualified engineer or 
electrician, such as industrials, depart- 
ment stores, office buildings, etc., and 
(c) chain organizations maintaining 
central purchasing departments, such 
as the chain grocery and drug stores, 
the large gasoline and oil companies, 





etc. 
Retail Sales 

Sales to consumers not included in 
the above should not be solicited by 
the manufacturers and wholesalers ex- 
cept in cooperation with the electrical 
contractors and dealers. In such cases, 
quotations and sales should be made 
through the contractor or dealer and 
proper retail prices should apply. So- 
licitation of this type of customer is 
properly the function of the electrical | 
contractor or dealer and this relation- 
ship should be encouraged and pro- 
tected by the manufacturers and whole- 
salers. 


Trade Discounts 

Schedules of discounts should be such 
as to place a proper differential between 
the prices quoted to the customer, the | 
electrical contractor or the dealer and 
the wholesaler, sufficient to protect each | 
branch of the industry in its dealings | 
with its customers and to avoid unfair | 
discrimination which would react to | 





facturer, the wholesaler, the dealer or 
the electrical contractor. 


the disadvantage of either the manu- | 
| 











Just a Friendly Session: The expression 
would almost indicate something really | 
serious, but it was nothing more than the | 
discussion on how to get more business | 
between A. Lipsky, Monarch Electric 
Supply Co., Newark, N. J. and E. F. | 
Webster, Arrow-Hart and Hegeman 
Flectric Co. 





Under the new wholesalers’ code, Quality and Policy should 





become the two prime requisites of a line. 


"Latrobe" Fullman Manufacturing Company products have 
always adhered to the highest standards of quality, even during 
the period when most products were being built to sell at the 


lowest possible price. 


Now, the opportunity has come for 


Fullman wholesalers to capitalize on this reputation for quality. 


Likewise, Fullman has never deviated from its strict whole- 
saler policy—a policy which may have cost us business during 
the hectic days but won us the loyalty of our distributors. 


So again we say NOW is the time to capitalize on "Latrobe". 


FULLMAN 
MFG. CO. 


LATROBE 


PA. 





Manufacturers of Quality Floor Boxes and Wiring Specialties 








2-Watt Bulb S 14 Finish — 
Clear Sprayed red or yellow 


NEON GLOW LAMPS 


stand by themselves 


Neon Glow Lamps have these unique 
features: Low current consumption, 
distinctive color, rugged construction 
permitting their use at vibratory 
points without hazard, and a low 
level of illumination. New low prices 
have made them available for hun- 
dreds of uses which have been ne- 
glected because of the high cost of 


lamps heretofore available. Neon 
Glow Lamps may be obtained in a 
range of sizes from 4 to 3 watts, 
and none of them costs more than a 
few pennies to operate continuously 
for a month! For complete informa- 
tion on uses, types, prices, write to 
General Electric Vapor Lamp Com- 
pany, 891 Adams St., Hoboken, N. J. 


569 Copr. 1933, Genera! Electric Vapor Lamp Co. 


GENERAL ELECTRIC 
VAPOR LAMP COMPANY 


HOBOKEN, N. J. 
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ELECTRICAL WHOLESALING 








Profitable Line of 
Tools to Sell to 


Contractors 


Remarkable new line of screwdrivers — 
Specially adapted to electrical work 


Blades have following fea- 
tures: 


. Large round gullet al- 
lows chips to curl free 
and not clog in teeth. 
Prevents breakage. 


Keen, sharp edge in- 
sures long life. 


3. Undereut tooth requires 
less pressure per stroke. 
Less number of strokes 
te cut piece. 


Undercut tooth assures 
faster cutting, longer 
life and less breakage 
and is manufactured un- 
der a patented process. Gh 


~ 





tain that each and every t 
Whale Biade is uniform in Ay 


quality. es 








Write for our jobber’s proposition 


The Forsberg Mfg. Company 
Bridgeport, Conn. 

















LET 





Be Your 
BUY-WORD 


when ordering 


INSULATED 
STAPLES 












Made exclusively by 


S.H. COUCH CO., INC. 


Established 1896 
NORTH QUINCY, MASS. 


Manufacturers of 
Private Telephones, Annunciators, 
Apartment Mail Boxes, etc. 








Men Available 


Manufacturers’ Representative: Act- 
ing as manufacturers’ agents we can 
offer the manufacturer seeking repre- 
sentation in Illinois and Wisconsin the 
enthusiastic sales effort of two young 
men who for the past several years have 
enjoyed the following of the electrical 
and automotive wholesalers. Address 
Box 91, Electrical Wholesaling, 520 N. 
Michigan Ave., Chicago, Ill. 


v 


Positions Available 


Manufacturers’ Agents: With electrical 
jobbing and wholesale hardware follow- 
ing in south, southeast and northwest 
to represent manufacturer of electrical 
food mixer, commission basis. Give de- 
tails of territory and how often cov- 
ered, number men employed, other lines 
handled, also references. Address Box 
92, Electrical Wholesaling, 520 N. Mich- 
igan Ave., Chicago, IIl. 


vV 
Latest Trade Literature 
GENERAL ELEctTRIC Co., Bridgeport, 


Conn.—New General Electric—Hotpoint 
Heating Device catalog which includes 
many new items. 


Van Creer Bros., Chicago, Ill—“The 
Story of Rubber,” an eight-page booklet. 


HycrapeE SyLvANIA Corp., Emporium, 
Pa—“Tubes for Your Auto Receiver,” a 
newly revised chart listing the various 
makes of automobile sets and the proper 
tubes for each. Also, two new data 
sheets, “Tube Characteristics” and “Trans- 
mitting Tubes.” 


AvutH Sprectatty Co., Inc., New York 
City—Catalog No. 15 illustrates and de- 
scribes the complete Auth line of electric 
signaling and protective devices. 


WESTINGHOUSE ELEctric AND Mrc. Co., 
East Pittsburgh, Pa.—A new leaflet de- 
scribes the type “FH’ resistance split- 
phase motors for use with oil burners, 
fans and blowers, centrifugal pumps, 
grinders, small wood working tools and 
numerous other industrial machines and 
for domestic applications requiring quiet, 
economical drives. 


FRIGIDAIRE Corp., Dayton, Ohio—‘“Re- 
lief from Hay Fever and Other Dis- 
orders” is a 32-page brochure describing 
the causes of hay fever and the relief 
afforded by air conditioning equipment. 


JeFFeRSON Etectric Co., Bellwood, Ill.— 
Bulletin 35-LT-2 contains dimensions, 
specifications, prices and application data 
on luminous tube sign transformers. 


v 


New BullDog Representative in 
the Southwest 


Paul Berry, 2528 N. W. 21st St., 
Oklahoma City, Okla., has _ recently 
been appointed BullDog representative 
to cover the states of Oklahoma, Ar- 
kansas, the city of Memphis and the 
northern section of Mississippi. 































































“The 


House 
of a 


\ Thousand 


Lanterns”’ 





Designs—Pat. Pending 


Your best source of supply 
for Lighting Fixtures for Res- 
taurants, Beer, Grill and Tap 
Rooms. 

Our policy is to cooperate 
with wholesalers to make pos- 
sible profitable increased fix- 
ture sales. 


Write for Folio T showing 
14 scale drawings 


GRUBER BROTHERS 


72 Spring St. New York, N. Y. 



















A COMPLETE 
LINE OF 


WIRING 


DEVICES 
FOR THE 









TRENTON 
NEW JERSEY 
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refer to 
**ELECTRICA 
CONTRACTING’ 
for PANTHER and 
DRAGON TAPE 
ADVERTISEMENTS 
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PLYMOUTH RUBBER CO. Inc 
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TAPE 


PLYMOUTH RUBBER COMPANY. Inc 
rT 





Smooth Sailing in 





Tape Sales with 


PLYMOUTH 


Plymouth tapes are selling on a large scale 








today because users find in this line the 
quality they want. Therefore once you 
get customers using Plymouth the way is 
cleared for future business because there 
is no sales resistance. It's easy going after 
you get started and naturally such an ideal 
situation means good profit. Why not 
take advantage of Plymouth sales possibil- 
ities and increase your earnings? Sell the 
tape that does a job for you. Pep up 
your tape sales—increase the number of 


your customers. 





Manufacturers PLYMOUTH RUBBER COMPANY, Inc. 


Since 1896 « « 


« 


CANTON, MASSACHUSETTS 





“VICTORY IN '33” 
100% 
Wholesaler 


Protection 


SEND FOR SAMPLES 


If you want to achieve "Victory in '33" 
take our tip and put some effort back of 
Plymouth Tapes. Others are getting splen- 
did results—you can do it easily. 


Take the first step toward better and 
more profitable tape sales—send for free 


Plymouth samples. 





TURN THESE HARMLESS 
OVERLOADS INTO 
FUSE SALES 
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BY SHOWING FUSE USERS HOW TO 
FORTIFY THEIR PLANTS AGAINST 
THE NEEDLESS SHUTDOWNS THEY 
OFTEN CAUSE . . . . . . 


NS longer need troublesome current surges be the bug-a-boo of the pro- 
duction or operating man. No longer need useless blowing of fuses cause 
excessive fuse bills. No longer need machines stall and operators stand idle. 


Tell fuse users about the NEW BUSS SUPER-LAG Fuse that blows promptly 
to protect equipment—yet has so long a time-lag that it carries safely many 
of the annoying current surges that so frequently cause old-fashioned fuses to 
blow. 


Show users how this remarkable result is obtained in BUSS SUPER-LAG Fuses 
through the use of “lag-plates'’ attached to the link and how these lag-plates 
give the fuse a time-lag far in excess of anything heretofore thought possible. 


Look To Your Discount Sheet 


On the BUSS sheet, in your binder, you will find a convincing sales story. 
It tells how BUSS Fuses save money for the user. It shows charts comparing 
this modern fuse with old-fashioned fuses. 


Why not use it on every fuse prospect? It will help you to build profitable 
"non-skid" fuse business. 


Note the “‘lag- 
plates’’. They 
are what makes 
the difference. 


BUSSMANN MANUFACTURING CO.: - ST. LOUIS, MO. 


TH ee A Division of the McGraw Electric Company 











